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T h e  w orl d  is  f a ci n g  e c o n o mi c,  e n vir o n m e nt al  a n d  s o ci al  c h all e n g es,  w hi c h  h a v e r es ult e d  i n  t h e 
m e g atr e n d of s ust ai n a bilit y. It is w ell k n o w n t h at f as hi o n i n d ustr y h as n e g ati v e eff e cts o n s ust ai n a bilit y . 
T h e  t o pi cs  of  s ust ai n a bilit y  a n d  u ns ust ai n a bl e  f as hi o n  pr o d u cti o n  ar e  v er y  c urr e nt  a n d  dis c uss e d  i n 
t o d a y’s e c o n o m y. T his h as r es ult e d i n t h e d e m a n d of s ust ai n a bilit y als o fr o m t h e c o ns u m ers’ si d e, w hi c h 
m e a ns  t h at c o m p a ni es  s h o ul d  als o  st art  f o c usi n g  o n  m a ki n g  t h eir  o p er ati o ns  m or e  s ust ai n a bl e.  
C o m p a ni es s h o ul d c o nsi d er t h eir i m p a ct o n t h e w orl d s eri o usl y a n d t a k e c or p or at e s o ci al r es p o nsi bilit y 
i nto a c c o u nt.  
 
T h e ai m of t his M ast er’s T h esis is t o r e c o g ni z e h o w a s ust ai n a bl e f as hi o n m ar k eti n g str at e g y c a n b e 
d efi n e d. I n  ot h er  w or ds,  t h e  r es e ar c h  p ur p os e  is  t o  fi n d  o ut  h o w  a  f as hi o n  c o m p a n y  c a n  b uil d  a 
s ust ai n a bl e m ar k eti n g str at e g y.  T his r es e ar c h ai ms t o a w a k e  dis c ussi o n o n h o w f as hi o n i n d ustr y c a n b e 
m a d e m or e s ust ai n a bl e.  
 
T h e  r es e ar c h  is  c o n d u ct e d  b y  st u d yi n g  e xisti n g  lit er at ur e  a n d  a n al y zi n g  t h e  c as e  c o m p a n y,  Fi n nis h 
f as hi o n br a n d A n di at a. T h e br a n d w as c h os e n b e c a us e it hi g hli g h ts its s ust ai n a bl e v al u es a n d pr o m ot es 
f as hi o n. T h e r es e ar c h a p pr o a c h is a b d u cti v e a n d q u alit ati v e. T h e t h e or eti c al fr a m e w or k of s ust ai n a bl e 
f as hi o n  m ar k eti n g  str at e g y  is  b uilt t hr o u g h t o pi cs  s u c h  as  f as hi o n  i n d ustr y,  f as hi o n  c o ns u m eris m, 
f as hi o n  m ar k eti n g a n d  s ust ai n a bl e  m ar k eti n g,  as  w ell  as s ust ai n a bl e  m ar k eti n g, m ar k eti n g  str at e g y , 
s ust ai n a bl e c o ns u m eris m  a n d s ust ai n a bl e m ar k eti n g  m a n a g e m e nt.  
 
T h is r es e ar c h is b uilt o n t h e s ust ai n a bl e m ar k eti n g str at e g y m o d el pr es e nt e d i n e xisti n g lit er at ur e. T h e 
m o d el  i n cl u d es t h e st e ps of ( 1) Missi o n a n d o bj e cti v e s, ( 2) M ar k et a n d e n vir o n m e nt a n al ysis , ( 3) S T P 
Pr o c ess, ( 4) M ar k eti n g mi x, ( 5) M e as uri n g a n d e v al u ati n g a n d  ( 6) P u bli c p arti ci p ati o n . T h e e m piri c al 
m at eri al c o nsists of t h e c as e c o m p a n y i nt er vi e w a n d c h os e n m ar k eti n g m at eri al: s o ci al m e di a p ost s, 
n e wsl ett er  a n d  w e bsit e  fr o nt p a g e. T h es e  m at eri als  a n d  t h e  i nt er vi e w  str u ct ur e  ar e  pr es e nt e d  i n  t h e 
A p p e n di c es  1 – 5 .  
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1  I N T R O D U C TI O N  
T his  M ast er’s  T h esis  st u di es  S ust ai n a bl e  F as hi o n  M ar k eti n g  Str at e g y.  T his  first 
c h a pt er i ntr o d u c es t h e t o pi c t hr o u g h  r es e ar c h b a c k gr o u n d, o bj e cti v e , m et h o d ol o g y  a n d 
str u ct ur e.  
1. 1  B a c k g r o u n d  
T h e  w orl d is f a ci n g s ust ai n a bl e d e v el o p m e nt c h all e n g es i n all its t hr e e di m e nsi o ns: 
e c o n o mi c,  s o ci al  a n d  e n vir o n m e nt al  ( U nit e d  N ati o ns  2 0 1 3). T h e  U nit e d  N ati o ns 
S ust ai n a bl e D e v el o p m e nt G o als s et a dir e cti o n f or a m or e s ust ai n a bl e f ut ur e. E. g. th e 
g o al n u m b er 8 st at es; “ Pr o m ot e s ust ai n e d, i n cl usi v e a n d s ust ai n a bl e e c o n o mi c gr o wt h, 
f ull a n d pr o d u cti v e e m pl o y m e nt a n d d e c e nt w or k f or all ”, a n d n u m b er 1 2 cr yst alli z es; 
“ E ns ur e  s ust ai n a bl e  c o ns u m pti o n  a n d  pr o d u cti o n  p att er ns ”.  ( T h e  U nit e d  N ati o ns 
2 0 1 9.) T his m e a ns t h at t h e e c o n o mi es a n d b usi n ess e n vir o n m e nts n e e d t o a ct o n t h e 
c o m m o n s ust ai n a bilit y g o als.    
T h e w orl d is f a ci n g a m e g atr e n d of s ust ai n a bil it y, w hi c h aff e cts t h e e ntir e e c o n o m y. 
Pr o d u cti o n pr o c ess es, r et aili n g a n d t h e w h ol e pr o d u ct lif e c y cl es ar e b ei n g m o nit or e d 
o v er t h eir d e gr e e of s ust ai n a bilit y, t h at als o h as a n eff e ct o n t h e c o ns u m ers’ b u yi n g 
b e h a vi or.  T his m e g atr e n d r es ults i n m a cr o tr e n ds, s u c h as et hi c al c o ns u m pti o n.  ( Tr e n d 
O n e 2 0 1 9.)  T h e c h a n g es i n c ult ur al, t e c h ni c al a n d s o ci al e n vir o n m e nt h a v e s h a p e d als o 
t h e m ar k eti n g t h o u g ht a n d pr a cti c e, cr e ati n g t h e c o n c e pt of s ust ai n a bilit y m ar k eti n g, 
w hi c h  mi x es  t h e  e c o n o mi c  a n d  t e c h ni c al  p ers p e cti v es  wit h  t h e  s ust ai n a bl e 
d e v el o p m e nt a g e n d a ( B el z & P e atti e 2 0 1 2: 1 5, 1 7).  
T h e r es e ar c h  i nt er est  t o w ar ds  s ust ai n a ble f as hi o n m ar k eti n g  r es ults  fr o m  t h e 
c o ntr a di cti o n  t h e  t w o  s u bj e cts  h a v e:  tr a diti o n al  m ar k eti n g  is  oft e n  s e e n  t o  pr o m ot e 
c o ns u m pti o n,  w hi c h h as  n e g ati v e  i m p a cts  o n  s ust ai n a bilit y. Als o,  cl ot hi n g  a n d 
f o ot w e ar, w hi c h is t h e i n d ustr y t his r es e ar c h f o c us es o n, is o n e of t h e bi g g est c at e g ori es 
w h e n it c o m es t o i m p a cts o n s ust ai n a bilit y, b e c a us e of t h e us e d r es o ur c es a n d cr e at e d 
w ast e  ( B el z  &  P e atti e  2 0 1 2:  8 2).  I n  t h e  first  1 4  y e ars  of  t h e  2 1st c e nt ur y,  cl ot hi n g 
pr o d u cti o n h as d o u bl e d b e c a us e  t h e p h e n o m e n o n of f ast f as hi o n, w hi c h h as s eri o us 
c o ns e q u e n c es o n  t h e s o ci et y . F as hi o n pr o d u cti o n h as h a z ar d o us e n vir o n m e ntal eff e cts 
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a n d e. g.  t h e  w or k ers’  w or ki n g  c o n diti o ns  ar e  s eri o usl y  l a c ki n g.  ( M c Ki ns e y  & 
C o m p a n y 2 0 1 9.) T h es e f a cts  hi g hli g ht t h e c o ntr a di cti o n b et w e e n f as hi o n i n d ustr y a n d 
s ust ai n a bilit y.  
T h e  t o pi c alit y  of  t h e  s ust ai n a bilit y  pr o bl e ms  a n d  t h e r es e ar c h  t o pi cs’  c o ntr o v ers y 
r es ult e d i n t h e i nt er est of c o m bi ni n g f as hi o n a n d s ust ai n a bl e m ar k eti n g. T h e r e is a n e w 
c o ns u m er  m ar k et  f or  s ust ai n a bl e  f as hi o n ; it  h as r es ult e d  fr o m  t h e  e m er gi n g  et hi c al 
c o ns u m er b e h a vi or a n d i nt er est i n s ust ai n a bl e f as hi o n pr o d u cti o n ( L u n d bl a d & D a vi es 
2 0 1 6).  Still, t h e  hi g h -v ol u m e f as hi o n c o nfli cts wit h t h e g o als of s ust ai n a bilit y  ( Fl et c h er 
2 0 1 4: 1 4 0) . T h e c urr e nt s yst e m t h at us es, pr o d u c es a n d distri b ut es cl ot hi n g is p oll uti n g 
a n d  cr e at es  e x c ess  w ast e,  w hi c h  h as  n e g ati v e  i m p a cts  o n  t h e  e n vir o n m e nt  a n d  t h e 
w h ol e s o ci et y ( Ell e n M a c Art h ur F o u n d ati o n 2 0 1 7). H o w e v er, t h e f as hi o n i n d ustr y h as 
tr e m e n d o us p ot e nti al t o i m pr o v e a cti o ns i n t er ms of s ust ai n a bilit y (J a c o bs, P et ers e n, 
H öris c h & B att e nfi el d  2 0 1 8).  
A m ar k eti n g str at e g y s ets  t h e fir m’s pl a c e; if it is m o vi n g i n t h e ri g ht dir e cti o n, h as t h e 
m e a ni n gf ul o bj e cti v es, c o m p et es f or t h e ri g ht c ust o m ers a n d d e v el o ps t h e s u c c e e di n g 
s kills, r es o ur c es a n d ot h er c a p a biliti es ( M o or a di a n , M at zl er & Ri n g 2 0 1 4: 4 1). T h us, 
it a p p e ars t h at cr e a ti n g a g o o d m ar k eti n g str at e g y is cr u ci al f or t h e c urr e nt a n d f ut ur e 
s u c c ess. B e c a us e t his r es e ar c h ai ms t o st u d y s ust ai n a bl e f as hi o n m ar k eti n g  h olisti c all y , 
it w as c h os e n t o a n al y z e t h e m ar k eti n g str at e g y. 
T h e m ost r es e ar c h o n s ust ai n a bl e f as hi o n f o c us es  o n t h e m ar k et s its elf, l e a vi n g m u c h 
u n e x pl or e d ( L u n d bl a d & D a vi es 2 0 1 6).  A c a d e mi c r es e ar c h wit hi n s ust ai n a bl e f as hi o n 
m ar k eti n g  a p p e ars  t o  b e  li mit e d  a n d  a c c or di n g  t o  G u e d es,  P aill ar d -B ar d e y  &  S h at 
( 2 0 1 8), a b ett er u n d erst a n di n g t o w ar ds it is n e e d e d. Als o a c a d e mi c r es e ar c h wit hi n t h e 
t o pi c of sl o w f as hi o n, w hi c h r el at es t o s ust ai n a bl e f as hi o n, is s o f ar li mit e d (J u n g & 
Ji n  2 0 1 4). T h e  m ar k eti n g s p h er e  o n  t h e  ot h er  h a n d  pr es e nt s m u c h  d at a  o n  h o w  
m ar k eti n g  str at e gi es  c a n  b e  e x e c ut e d  ( P al m ati er  &  Cr e c eli us  2 0 1 9). B as e d  o n  t h e 
a v ail a bl e lit er at ur e, it s e e ms t h at f as hi o n m ar k eti n g i n g e n er al, a n d es p e ci all y t hr o u g h 
t h e s c o p e of m ar k eti n g str at e g y, ar e n ot wi d el y st u di e d. T his is t h e r es e ar c h g a p t h at 
t his st u d y  ai ms t o bri n g u p a n d f ulfill .  
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1. 2  R es e a r c h o bj e cti v e  
T h e ai m of t his M ast er’s T h esis is t o r e c o g ni z e h o w a s ust ai n a bl e f as hi o n m ar k eti n g 
str at e g y c a n b e d efi n e d. B e c a us e of t h e c o m pl e x n at ur e of str at e g y, f o c us d o es n’t li e 
o n d et ails b ut r at h er i n u n d erst a n di n g t h e w h ol e.  
T h e m ai n r es e ar c h q u esti o n is:  
H o w c a n a s ust ai n a bl e f as hi o n m a r k eti n g st r at e g y b e d efi n e d ?  
I n a d diti o n t o t his, t h er e ar e t w o s u b r es e ar c h q u esti o ns t h at ai m t o b uil d a b as e f or t h e 
m ai n r es e ar c h q u esti o n. T h e s e  s u b q u esti o ns of t h e r es e ar c h st a n d as:  
1)  H o w c a n f as hi o n m a r k eti n g b e d efi n e d ?  
2)  H o w c a n s ust ai n a bl e m a r k eti n g b e d efi n e d ?  
I n t his r es e ar c h t h er e c a n b e r e c o g ni z e d t w o disti n ct di m e nsi o ns a n d c o nfr o nt ati o ns, 
w hi c h dr a w t o g et h er  t h e r es e ar c h i nt er ests i n q u esti o n. T h es e ar e f as hi o n m ar k eti n g 
a n d s ust ai n a bl e  m ar k eti n g . I n  t h e t he or eti c al  c h a pt ers  t h es e  di m e nsi o ns  a n d  t h eir 
b a c k gr o u n d r e as o ni n g will b e e x pl ai n e d i n f urt h er d et ail.  
1. 3  R es e a r c h m et h o d ol o g y  
T his  r es e ar c h  will  b e  c o n d u ct e d  b y  c o m bi ni n g  t h e or eti c al  a n d  e m piri c al  r es e ar c h;  
a n al y zi n g  t h e or eti c al  b a c k gr o u n d  t hr o u g h  pr e vi o us r es e ar c h  a n d  d oi n g  e m piri c al 
q u alit ati v e c as e r es e ar c h of a c o m p a n y, Fi n nis h f as hi o n br a n d A n di at a. T h e c o m p a n y 
is  a  g o o d  m at c h  f or  t his  r es e ar c h  b e c a us e  it  hi g hli g hts  its  s ust ai n a bl e  v al u es.  T h e 
c o m p a n y  h as  vi e ws  o n  s ust ai n a bilit y  t hr o u g h  “l asti n g  f as hi o n ”  ( M or eli us  2 0 1 9). 
A n di at a’s D esi g n er a n d A n di at a P aris M a n a g er M atil d a M or eli us, w h o c o nfir m e d t h e 
c o m p a n y’s vi e ws o n s ust ai n a bilit y, w as c o nt a ct e d f or t his r es e ar c h.   
T his r es e ar c h us es  q u alit ati v e a n d  a b d u cti v e  r es e ar c h a p pr o a c h  c o m bi n e d wit h a c as e 
st u d y m et h o d. T h e  r es e ar c h m et h o d ol o g y will b e pr es e nt e d i n m or e d et ail i n c h a pt er 
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4.  T h e e m piri c al r es e ar c h m at eri al c o nsists of t h e c o m p a n y r e pr es e nt ati v e’s i nt er vi e w 
a n d s u p p orti n g m ar k eti n g m at eri al.  
1. 4  D efi ni n g k e y c o n c e pts  
T his c h a pt er d efi n es t h e k e y t h e or eti c al c o n c e pts t h at will b e us e d i n t h e r es e ar c h.  
F as hi o n  i n d ustr y  c o nsists  of  t h e  t e xtil e,  a p p ar el  a n d  f o ot w e ar  i n d ustri es  ( Hi n es  & 
Br u c e 2 0 0 7: 2).  
F as hi o n m ar k eti n g  m e a ns usi n g t h e m ulti pl e cl ot hi n g c ust o m er c e ntri c p hil os o p hi es 
a n d t e c h ni q u es t o m e et t h e c o m p a n y’s l o n g -t er m g o als. M ar k eti n g of f as hi o n  c a n b e 
d esi g n  c e nt er e d  or  m ar k eti n g  c e nt er e d .  H o w e v er,  t h e  c o n c e pt  of f as hi o n  m ar k eti n g 
m e a ns  t h at  g o o d  d esi g n  cr a v es  o nl y  c ert ai n  m u c h  pr o m oti o n  b ut  still  i n cl u d es hi g h  
e m p h asis o n d esi g n, c ust o m ers a n d pr ofit. ( E as e y 2 0 0 9: 7 – 1 0. )  
I n t his r es e ar c h, t h e t er m s ust ai n a bl e m ar k eti n g  ti es t o g et h er d efi niti o ns s u c h as  gr e e n 
m ar k eti n g ,  s ust ai n a bl e  m ar k eti n g or  s ust ai n a bilit y  m ar k eti n g.  T h us,  s ust ai n a bl e 
m ar k eti n g is d efi n e d as  m ar k eti n g t h at e x e c ut es all m ar k eti n g pr o c ess es i n a l o n g -t er m, 
i n s u c h m a n n er t h at c or p or at e, s o ci al a n d e c o n o mi c w ell b ei n g ar e t a k e n i nt o a c c o u nt 
(s e e B el z & P e atti e 2 0 1 2: 2 8– 3 1) . It als o i n cl u d es h o w t h es e a cti o ns b y t h e c o m p a n y 
ar e c o m m u ni c at e d t o t h e  c o ns u m ers i n a m e a ni n gf ul a n d e n g a gi n g w a y t h at str e n gt h e ns 
t h e c o m p a n y’s s ust ai n a bilit y (s e e Ott m a n 2 0 1 1: 4 3 – 4 4 ).  
S ust ai n a bl e  m ar k eti n g  str at e g y  is  a  pl a n  t o  a c hi e v e  t h e  or g a ni z ati o n al  g o als  w hil e 
k e e pi n g or m a ki n g t h e n at ur al a n d s o ci al r es o ur c es b ett e r ( M arti n & S c h o ut e n 2 0 1 2: 
2 5) . S ust ai n a bl e m ar k eti n g str at e g y s h o ul d als o i n cl u d e all b usi n ess as p e cts ( B el z & 
P e atti e 2 0 1 2: 2 9, 3 2 – 3 3).  
S ust ai n a bl e  f as hi o n  m ar k eti n g  str at e g y  c o m bi n es  t h e  pr e vi o usl y  n a m e d  c o n c e pt  
s ust ai n a bl e  m ar k eti n g  str at e g y  wit h f as hi o n  m ar k eti n g,  p utti n g  it  i n  t h e  c o nt e xt  of 
f as hi o n i n d ustr y. S ust ai n a bl e f as hi o n m ar k eti n g str at e g y is t h e m ai n r es e ar c h t o pi c of 
t his st u d y a n d will b e d efi n e d t hr o u g h t h e r es e ar c h. 
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1. 5  R es e a r c h st r u ct u r e  
T his first  r es e ar c h  c h a pt er  d efi n e d  t h e  b a c k gr o u n d,  o bj e cti v e,  k e y  c o n c e pts  a n d 
m et h o d ol o g y f or t h e r es e ar c h. N o w t h e w h ol e r es e ar c h str u ct ur e a n d t h e r e as o ni n gs 
b e hi n d it ar e pr es e nt e d.  
I n  or d er  t o  d e e pl y  u n d erst a n d  t h e  r es e ar c h,  it  is  i m p ort a nt  t o  k n o w  t h e  t he or eti c al 
b a c k gr o u n d b e hi n d t h e m ai n ar e as of i nt er est. T h us, t h e t h e or eti c al  p art  is pr es e nt e d 
first.  It f o c us es  o n  t h e  m ai n  t o pi cs  of  t his  st u d y:  f as hi o n  m ar k eti n g  a n d  s ust ai n a bl e 
m ar k eti n g str at e g y, cr e ati n g a t h e or eti c al fr a m e w or k f or s ust ai n a bl e f as hi o n m ar k eti n g 
str at e g y. T his fr a m e w or k is i ntr o d u c e d i n c h a pt ers 2 – 3.  
Aft er  t h e  t h e or eti c al  p art ,  i n  c h a pt er  4,  th e  e m piri c al  r es e ar c h  m et h o d ol o g y , 
a p pr o a c h es , r e as o ni n gs f or t h e c h os e n c as e a n d m at eri als ar e pr es e nt e d . T his ai ms t o 
e as e u n d erst a n di n g t h e e m piri c al a n al ysis.  I n or d er t o s u p p ort t h e e m piri c al m at eri al 
i n t h e b est p ossi bl e w a y, it is als o i m p ort a nt t o g ai n t h or o u g h b a c k gr o u n d k n o wl e d g e 
a b o ut t h e c as e c o m p a n y. T h us, als o t h e c as e c o m p a n y is pr es e nt e d i n c h a pt er 4.   
T h e e m piri c al r es e ar c h m at er i al is a n al y z e d i n c h a pt er 5. T h e r es e ar c h m at eri al c o nsists 
of  a  q u alit ati v e  c as e  c o m p a n y  i nt er vi e w  a n d  c h os e n  m ar k eti n g  m at eri als.   T h e 
i nt er vi e w q u esti o ns ar e pr es e nt e d i n A p p e n di x 1. T h e m ar k eti n g  m at eri al s ar e a n al y z e d 
as  s u p p ort  t o  t h e i nt er vi e w,  a n d t h us n ot  st u di e d  i n  f urt h er  d et ail.  T his  m at eri al  is 
pr es e nt e d i n A p p e n di c es.  
B y  c o m bi ni n g  t h e  t w o  t h e or eti c al  fr a m e w or ks  a n d  a p pl yi n g  t h e  e m piri c al  c as e 
c o m p a n y  d at a,  t h e  st u d y  ai m  is  t o  u n d erst a n d  h o w  a  s ust ai n a bl e  f as hi o n  m ar k eti n g 
str at e g y c a n b e d efi n e d; w h at st e ps d o es it i n cl u d e. T h e t h e or eti c al fr a m e w or k will b e 
c o m p ar e d  t o t h e  c as e  c o m p a n y m at eri al  i n  c h a pt er  6,  w hi c h  cr e at es  t h e  m o d el  f or 
s ust ai n a bl e  f as hi o n  m ar k eti n g  str at e g y . Fi n all y,  t h e  r es e ar c h  q u esti o ns  will  b e 
a ns w er e d, a n d t h e t h e or eti c al a n d m a n a g eri al c o n cl usi o ns pr es e nt e d i n c h a pt er 7.  
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2  F A S HI O N M A R K E TI N G  
T his  c h a p t er  ai ms  t o  pr o vi d e  t h e or eti c al k n o wl e d g e  a b o ut  f as hi o n  i n d ustr y  a n d 
m ar k eti n g wit hi n it. First, t h e c o n c e pt of f as hi o n i n d ustr y is d efi n e d, a n d aft er t h at t h e 
d efi niti o ns  of  f as hi o n  c o ns u m eris m,  f as hi o n  m ar k eti n g,  a n d  s ust ai n a bl e  f as hi o n 
f oll o w. 
2. 1  F as hi o n in d ust r y  
It c a n’t b e d e ni e d t h at f as hi o n is p o w erf ul: it’s c ult ur all y si g nifi c a nt, a s o ci al c at al yst, 
m e di u m t o c o m m u ni c at e, w a y t o e n h a n c e o n e’s s elf -est e e m a n d e v e n r e a c h s u c c ess 
( Bl a c k  2 0 1 2:  8).  T hr o u g h  f as hi o n  o n e  c a n  s e e k  n e w  e x p eri e n c es,  pl e as ur e,  s el f-
j ustifi c ati o n, st at us a n d f or m a n i d e ntit y ( Fl et c h er 2 0 1 4: 1 4 0).  
T h e  f as hi o n  i n d ustr y  e m pl o ys  o v er  3, 3 8 4. 1  milli o n  p e o pl e  gl o b all y  a n d  s h ar es  4 
p er c e nt of t h e gl o b al m ar k et s h ar e. Its m ar k et v al u e is esti m at e d t o b e o v er 4 0 6 billi o n 
U S  d oll ars.  ( F as hi o n U nit e d  2 0 1 9.) T h e  w orl d’s  tr a d e  of  t e xtil es  a n d  cl ot hi n g  w as 
ar o u n d  U S D  3 5 0  billi o n.  Alr e a d y  i n  2 0 0 4,  t h es e  i n d ustri es  t o g et h er  r e pr es e nt e d  7 
p er c e nt a g e of t h e w orl d’s e x p ort. ( Hi n es & Br u c e 2 0 0 7: 2.)  
F as hi o n  i n d ustr y  c o m bi n es  a gri c ult ur al  a n d  pr o d u cti o n  m at eri al  i n d ustri es  wit h  t h e 
artisti c si d e: st yli n g, p h ot o gr a p h y a n d m e di a ( P os n er 2 0 1 1: 6). C h oi ( 2 0 1 4: 4) st at es 
t h at t h e f as hi o n i n d ustr y is “- - c h ar a ct eri z e d b y h u g e d e m a n d fl u ct u ati o n ”. B e c a us e of 
t h e s m all er pr o d u ct li n es wit hi n r et ail off eri n gs, t h e m a n y r et ail ers’ cl ot hi n g c oll e cti o ns 
c h a n g e d y n a mi c all y. ( C h oi 2 0 1 4: 4.)  T o b e s e e n as o n t o p of t o d a y’s tr e n ds a n d n ot 
“ o ut of f as hi o n ” h as b e e n i m p ort a nt f or c o ns u m ers ( Bl a c k 2 0 1 1: 8).  
Wit hi n  t h e  i n d ustr y,  t h er e  ar e  m a n y  diff er e nt  si z es  of  c o m p a ni es  s er vi n g  t h e 
c ust o m ers’ cl ot hi n g n e e ds. T h e b usi n ess is i n cr e asi n gl y gl o b al, w hi c h is aff e ct e d b y 
t h e l e gisl ati v e c h a n g es a n d gr a d u all y r e m o v e d tr a d e b arri ers, as w ell as t h e gr o wt h of 
i nt er n et. T h us, t h e c ult ur al, s o ci al a n d e c o n o mi c v ari ati o n is r e m ar k a bl e. ( E as e y 2 0 0 9: 
7.)  
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T h e f as hi o n m ar k ets c a n b e di vi d e d b y m ar k et or pr o d u ct c at e g or y ( e. g. cl ot hi n g a n d 
a p p ar el,  a c c ess ori es  a n d  f o ot w e ar),  pr o d u ct  t y p e  ( e. g.  s h o es,  s hirts),  e n d -us e  ( e. g. 
s p orts w e ar) a n d f as hi o n st yl e ( e. g. c o nt e m p or ar y) ( P os n er 2 0 1 1: 1 0). T his di visi o n is 
s h o w n i n t h e fi g ur e b el o w, hi g hli g hti n g t h e cl ot hi n g a n d a p p ar el m ar k et a n d s e cti o ns 
t h at t his r es e ar c h f o c us es o n. 
 
Fi g u r e 1 . A n e x a m pl e of t h e f as hi o n m a r k et di visi o n (a d a pt e d f r o m P os n e r: 2 0 1 1: 1 0)  
T his di visi o n c a n a g ai n b e di vi d e d i nt o t w o l e v els t h at o v er ar c h: h a ut e -c o ut ur e a n d 
r e a d y-t o-w e ar. H a ut e -c o ut ur e is t h e hi g h est l e v el, w hi c h i m p a cts t h e o v er all i n d ustr y. 
It h as v er y diff er e nt q u alit y a n d st a n d ar ds, as w ell as pri c e r a n g e, t h a n t h e l o w er l e v els. 
F as hi o n  h o us es  t h at c arr y  h a ut e -c o ut ur e  c a n  b e  c o nsi d er e d  as  b o n a  fi d e  h a ut e -
c o ut uri ers  if  t h e y  cr e at e  or d er -b as e d  a p p ar el  f or  pri v at e  c ust o m ers,  pr o d u c e  t w o 
c oll e cti o ns e a c h y e ar, h a v e mi ni m u m 1 5 p ers o ns st aff, a n at eli er i n P aris a n d s h o w 
e v e ni n g  a n d  d a y  w e ar  of  k n o w n  r u n w a y  l o o ks.  H a ut e -c o ut ur e  pl a ys  littl e  r ol e  i n 
f as hi o n b usi n ess b ut a cts as a p o w erf ul t o ol i n t er ms of m ar k eti n g, as it i n cr e as es t h e 
br a n d’s st at us v al u e a n d t h us m a k es it m or e d esir a bl e. ( P os n er 2 0 1 1: 1 3 – 1 4.)  
R e a d y -t o-w e ar cl ot hi n g is n’t c ust o m -m a d e b ut i nst e a d  c o m es i n c ert ai n si z es a n d is 
us u all y m ass -pr o d u c e d t hr o u g h i n d ustri al m a n uf a ct uri n g. R e a d y -m a d e -f as hi o n c a n b e 
di vi d e d  i nt o  hi g h -e n d,  mi d dl e,  m ass  a n d  v al u e  f as hi o n  m ar k ets.  A  hi g h -e n d  br a n d 
mi g ht  als o  pr es e nt  a  m or e  aff or d a bl e  diff usi o n  li n e.  M ass m ar k et  d es cri b es  r et ail 
F as hi o n 
m ar k et s
Cl ot hi n g a n d 
a p p ar el
W o m e n's
E. g. E v e ni n g
w e ar
E. g. C a s u al
w e ar
E. g. S p ort s
w e ar
M e n's
E. g. E v e ni n g
w e ar
E. g. C a s u al
w e ar
E. g. S p ort s
w e ar
C hil dr e n's
A c c e s s ori e s 
a n d f o ot w e ar ...
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c h ai ns t h at ar e oft e n i nt er n ati o n al, v al u e f as hi o n m ar k ets b ei n g e v e n m or e aff or d a bl e. 
( P os n er 2 0 1 1: 1 4– 1 5.)  
2. 2  F as hi o n c o ns u m e ris m  
T h e p o w er of f as hi o n h as b e e n visi bl e t hr o u g h o ut t h e c ult ur es a n d hist or y. It a cts as a 
s o ci al  c at al ys t,  a  w a y  of  c o m m u ni c ati n g, e n h a n c es  o n e’s  s elf -est e e m, e x pr ess es  
i d e ntit y, st at us a n d s e x u alit y, w hil e als o s h o wi n g b el o n gi n g or diff er e nti ati n g fr o m a 
gr o u p . Als o , f as hi o n  b usi n ess  mi x es  c ult ur al,  e c o n o mi c,  p ers o n al  a n d  s o ci al 
di m e nsi o ns.  ( Bl a c k  2 0 1 2:  8, 1 5.) T h us, u n d erst a n di n g  f as hi o n  c o ns u m eris m  is 
i m p ort a nt.  
F as hi o n c o ns u m eris m is li n k e d wit h s elf -j ustifi c ati o n a n d ps y c h ol o gi c al o bs ol es c e n c e 
t hr o u g h c h a n gi n g a p p e ar a n c es t h at h a v e cr e at e d m or e a n d m or e n e e ds f or u ni q u e n ess. 
It  is  o n e  of  t h e  o nl y  i n d ustri es  t h at  m a n a g e  t o  p erf e ct  c ult ur al  i n v e nti o n  c y cl es: 
dis c ar di n g a n d a c c e pti n g o nl y t e m p or ar y off eri n gs. T h e n e w off eri n gs s el d o m p erf or m 
b ett er t h a n ol d o n es, b ut t h e y’r e r at h er b o u g ht f or m a ki n g i d e ntiti es m or e visi bl e wit hi n 
a  c ert ai n  s o ci al  gr o u p.  H o w e v er,  t his  p h e n o m e n o n  is n’t  o nl y  r el e v a nt  f or  f as hi o n 
i n d ustr y, it r efl e cts t h e wi d er e c o n o mi c e n vir o n m e nt as a w h ol e. ( Fl et c h er 2 0 1 4: 1 4 0–
1 4 1.)  
Tr a diti o n all y,  f as hi o n  h as  b e e n  c o nsi d er e d  as  a  p h e n o m e n o n  t h at  is  r e a d y -m a d e. 
T hr o u g h  a  li n e ar  l o gi c,  i mit ati o n  or  r e p etiti o n h as  b e e n  c o ntr oll e d  fr o m  a b o v e.  I n 
a d diti o n, t h er e ar e  s u b c ult ur es a n d st yl es t h at h a v e b e e n d efi n e d b y p ers o n aliti es w h o 
ar e c o n si d er e d as l e a d ers of t h eir o w n g e nr e. C o ns u m ers c a n c h o os e a br a n d, st yl e or 
s u b c ult ur e t o t h eir li ki n g. I n t his  tr a diti o n al s yst e m t h e c o ns u m ers ar e c o nsi d er e d as 
p assi v e  r e c ei v ers,  a n d  o nl y  t h e  d esi g n ers, st ylists  or  e. g.  m a g a zi n es  as  t h e  m ess a g e 
tr a ns mitt ers.  H o w e v er,  t o d a y’s  i m a g e  of  f as hi o n  s e e ms  t o  b e  l ess  li n e ar  a n d  r at h er 
m or e s elf -or g a ni z e d, vir al f as hi o n t h at s pr e a ds a m o n g t h e c o ns u m ers . (V o n B us h  2 0 1 2  
i n Bl a c k 2 0 1 2: 1 6.)   A pi e c e of cl ot hi n g, s u c h as a s h o e, c a n st a n d f or a n u n att ai n a bl e 
w h ol e, s o m et hi n g t h at is l a c k e d or l o n g e d f or. At t h e s a m e ti m e als o a w h ol e c oll e cti o n 
of s h o es c a n c o nti n u e t o l a c k s o m et hi n g, t o b e c o m e a n i m a gi n a bl e w h ol e n ess. T h es e 
d esir es  ar e  n e e ds,  s u c h  as  r e al  n e e ds  f or  s h elt er  or  f o o d ,  a n d  ar e  f u n d a m e nt al 
c o m p o n e nts i n h u m a n s o ci a bilit y. ( Br y d o n 1 9 9 8: 1.)   
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T h e p ur c h as e of a pi e c e of cl ot hi n g is n’t j ust o n e d e cisi o n. T h e cl ot hi n g c o ns u m ers 
mi g ht w o n d er, e. g. h o w t o fi n d a b o ut n e w st yl es, w h e n a n d h o w m a n y it e ms t o b u y, 
w h at  will  ot h ers’  r e a cti o n  t o  t h e  p ur c h as e  b e,  w h et h e r  t o  tr y  t h e pi e c e  o n,  et c.  T h e 
pr o c ess  of  f as hi o n  c o ns u m eris m  mi g ht  i n cl u d e  e. g.  tr yi n g  o n  t h e  pr o d u ct,  g oi n g 
s h o p pi n g or e x c h a n gi n g t h e it e m. C o ns u m er i n v ol v e m e nt als o v ari es gr e atl y, e. g. b y 
t h eir  i nt er est  i n  f as hi o n  i n  g e n er al,  t h e  p ur c h as e d  it e m  a n d  ti m e  a n d  pl a c e  of  t h e 
s h o p pi n g e x p eri e n c e.  ( E as e y 2 0 0 9: 6 9 – 7 0 .) 
T h e c o ns u mi n g pr o c ess of a cl ot hi n g h as v ari o us st e ps. It st arts fr o m i d e ntifi c ati o n of 
t h e n e e d, w hi c h mi g ht r es ult e. g. fr o m a w or n-o ut pi e c e i n t h eir cl os et or c h a n g es i n 
s o ci al st at us. T h e  n e xt st e p is s e ar c hi n g f or i nf or m ati o n, w hi c h i n cl u d es t h e c o ns u m er’s 
br a n d a n d st or e k n o wl e d g e, as w ell as p ers o n al s o ur c es. Aft er t his, t h e i nf or m ati o n is 
e v al u at e d, a n d fi n all y t h e c h oi c e is m a d e. T h es e ar e d e cisi o ns t h at v ar y b y i n di vi d u al 
a n d  t h e i nfor m ati o n a v ail a bl e. Aft er t h e p ur c h as e e v al u ati o n is  r el at e d t o f a cts s u c h as 
t h e s o ci al c o ns pi c u o us n ess of t h e pr o d u ct, h o w c e ntr al it is f or t h e c o ns u m er’s s elf, t h e 
p ur c h as e pri c e a n d c o ns u m er’s o w n ori e nt ati o n. ( E as e y 2 0 0 9: 7 0– 7 2.)  
T h e  f as hi o n  c ult ur e  d o mi n ati n g  l e a d ers  wit h  c h a n gi n g  o utfits  a n d  a c c ess o ri es  ar e 
s h o w n  o n  t a bl oi ds,  i nt er n et  a n d  m a g a zi n es.  T his  hi g hli g hts  t h e  d esir e  f or  n o v elt y 
a m o n g t h e r e g ul ar c o ns u m ers. T h e l at e c a pit alis m d e v el o p m e nts a n d i m p a ct of t his 
c el e brit y c ult ur e h a v e t o g et h er a c c el er at e d t his c h a n g e, pr o m oti n g n e e d f or c h e a p a n d 
dis p os a bl e cl ot hi n g. ( C h ur c h Gi bs o n 2 0 1 2: 2 0 – 2 3.)  
C o ns u m ers w h o b u y pr o d u cts of a f as hi o n br a n d d o n’t o nl y b u y cl ot h es, b ut als o fill 
s o ci al  n e e ds,  s u c h  as  e x cit e m e nt  a n d  s h o wi n g  a  c ert ai n  lif est yl e.  T his  m e a ns  t h at 
eff e cti v e br a n di n g str at e gi es h a v e t h e p o w er t o b o ost t h es e as p e cts, r es ulti n g i n h a p pi er 
c ust o m ers a n d m or e pr ofits. ( C h oi 2 0 1 4: v, 4.) T h us, m ar k eti n g pl a ys a bi g r ol e wit hi n 
t h e  f as hi o n  i n d ustr y.  T h e  f as hi o n  c o m p a ni es  n e e d  t o  u n d erst a n d  t h eir  c ust o m ers  i n 
or d er t o s atisf y t h eir n e e ds ( Hi n es & Br u c e 2 0 0 7: 1 4).  
S ust ai n a bl e  f as hi o n  c o ns u m eris m  h as  s o  f ar  li mit e d  r es e ar c h.  ( L u n d bl a d  &  D a vi es 
2 0 1 6) It s h o ul d b e n ot e d t h at s o m e of t h e bi g g est p arts of n e g ati v e e n vir o n m e nt al g ai ns 
c o ul d b e t a c kl e d b y f o c usi n g o n t h eir us a g e; e. g. l a u n d eri n g l ess oft e n ( Fl et c h er 2 0 1 4: 
9 2).  T h us, it is cl e ar t h at t h es e a cti o ns s h o ul d als o b e i n cl u d e d i n t h e c o n c e pt of f as hi o n 
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c o ns u m pti o n  ( C er v ell o n  et  al.  2 0 1 0).  T h e y  s h o ul d  b e  ai m e d  t o  b e  i m pl e m e nt e d  t o 
w h er e  t h e  f as hi o n  i mit ati o n  h a p p e ns;  o n  t h e  gr o u n d  l e v el  b et w e e n  p e o pl e,  a m o n g 
fri e n ds, f a ns a n d s o ci al m e di a ( V o n B us h 2 0 1 2 i n Bl a c k 2 0 1 2: 1 9).  
C o ns u mi n g s ust ai n a bl e f as hi o n h as s h o w n t o c orr el at e wit h s o m e d e m o gr a p hi c f a ct ors, 
s u c h as a g e, i n c o m e a n d et h ni cit y. T h e i n cr e as e of et hi c al a n d s ust ai n a bilit y d e cisi o ns 
c a n r es ult fr o m u n e x p e ct e d tr a gi c e v e nts, s u c h as r e p ort a g e of b a d w or ki n g c o n diti o ns 
or w or ki n g a c ci d e nts. C o ns u m e rs t e n d t o ass o ci at e r e c y cl e d m at eri als, s e c o n d h a n d 
m at eri al,  n at ur al  fi b ers  a n d  c o m p a ni es  t h at  i n cl u d e  s u c h  c h ar a ct eristi cs,  wit h 
s ust ai n a bilit y. I n t er ms of s ust ai n a bl e f as hi o n , t h e y’ v e s e e n t o b e t h e m ost a w ar e of 
r e c y cli n g a n d vi nt a g e, f air tr a d e a n d l o c all y m a d e, or g a ni c a n d v e g a n, a n d artis a n a n d 
c ust o m. ( S h e n , Ri c h ar ds & Li u 2 0 1 3.)  
2. 3  M a r k eti n g f as hi o n  
T hr o u g h t h e r u n w a y s h o ws a n d m a g a zi n e s pr e a d c oll e cti o ns, f as hi o n its elf is a t o ol f or 
m ar k eti n g. F as hi o n m ar k eti n g c a n b e d es cri b e d  as s o m et hi n g t h at fills t h e g a p b et w e e n 
t h e  i nt a n gi bl e  f as hi o n  a n d  b usi n ess  r e aliti es,  as  w ell  as  a  s yst e m  t h at  ti es  t h e 
c o m m er ci al g o als, b usi n ess v al u es a n d c o ns u m ers’ p ers o n al i d e as a n d n e e ds t o g et h er. 
F as hi o n m ar k eti n g s h o ul d o p er at e at e a c h of t h e s u p pl y c h ai n l e v els f r o m pr o d u cti o n 
t o r et ail, wit h c o ut ur e, l u x ur y a n d ni c h e m ar k ets. ( P os n er 2 0 1 1: 6.)  
F as hi o n  m ar k eti n g  m e a ns  a p pli c ati n g  t h e  v ari o us  c ust o m er  c e ntri c  t e c h ni q u es  a n d 
b usi n ess p hil os o p hi es i n or d er t o m e et t h e p ot e nti al cl ot hi n g c ust o m er’s n e e ds a n d t h e 
or g a ni z ati o n’s l o n g -t er m ori e nt ati o n. T h e n at ur e of f as hi o n, w h er e c h a n g e is i n h er e nt 
a n d d esi g n b ot h l e a ds as w ell as r efl e cts t h e c o ns u m er d e m a n d, s et diff er e nt ki n d of 
att e nti o n o n t h e m ar k eti n g pr a cti c es. ( E as e y 2 0 0 9: 7.)  
T h er e ar e t w o diff er e nt vi e ws t o f as hi o n m ar k eti n g: d esi g n c e nt e r e d  vi e w s e es it as 
pr o m oti n g t h e d esi g ns, w hil e m ar k eti n g c e nt e r e d  vi e w as  d esi g n  t h at s h o ul d b as e o n 
t h e  m ar k eti n g  r es e ar c h. D esi g n  c e nt er e d  vi e w  c o nsi d ers  m ar k eti n g  as  pr o m oti o n, 
w hi c h oft e n h a p p e ns t hr o u g h p u bli c r el ati o ns or a d v ertisi n g. T h e p ot e nti al c ust o m ers 
ar e s e e n as p e o pl e t o b e l e d or i ns pir e d, a n d t h e r es e ar c h li mits t o t h e l e a di n g cr e at ors, 
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s u c h  as  m usi ci a ns  a n d  artists.  T h e  li mit ati o n  of  t his  a p pr o a c h  is  t h at  it  is  gr e atl y 
aff e c t e d o n t h e d esi g n er’s s kills. ( E as e y 2 0 0 9: 8– 9.)  
M ar k et c e nt er e d a p pr o a c h o n t h e ot h er h a n d c o nsi d ers t h e m ar k et r es e ar c h as t h e m ost 
i m p ort a nt,  w hi c h s ets  t h e crit eri a  t h e  d esi g n er  s h o ul d  b e  a bl e  t o  r es p o n d  t o.  T h e 
li mit ati o n of t his vi e w is t h at m ar k eti ng c a n b e s e e n t o r estr ai n t h e cr e ati v e d esi g n, 
b e c a us e pr ofit a bilit y w or ks as t h e s u c c ess m e as ur e. I n a d diti o n t o t h es e t w o c o nfli cti n g 
vi e ws, t h er e  is  a  f as hi o n  m ar k eti n g  c o n c e pt  t h at r e c o g ni z es  t h e  c o ns u m ers’  f as hi o n 
st yl e c o ns er v atis m a n d als o t h e o p p or t u nit y f or a c o ns u m er t o c h a n g e t h eir o pi ni o ns, 
c o m bi ni n g t h e d esi g n c e nt er e d a n d m ar k eti n g c e nt er e d vi e ws.  I n f as hi o n m ar k eti n g, 
t h e d esi g n ers s h o ul d u n d erst a n d t h at m ar k eti n g c a n s u p p ort t h e cr e ati v e pr o c ess, as 
w ell as t h e m ar k et ers u n d erst a n d t h at d esi g n c a n l e a d t o w a ys t o a ns w er t h e c ust o m ers’ 
n e e d.  ( E as e y 2 0 0 9: 9– 1 0 .) 
F as hi o n m ar k eti n g  c a n b e di vi d e d i nt o fi v e a cti viti es:  
1)  F as hi o n m ar k eti n g r es e ar c h  
2)  F as hi o n pr o d u ct m a n a g e m e nt  
3)  F as hi o n pr o m oti o n  
4)  F as hi o n distri b uti o n  
5)  F as hi o n p ositi o ni n g a n d pri ci n g. ( E as e y 2 0 0 9: 1 0)  
T h es e a cti viti es  p artl y f oll o w t h e  el e m e nts of  M ar k eti n g Mi x : pr o d u ct, pri c e, pl a c e a n d 
pr o m oti o n (M c C art h y  1 9 6 0 vi a K h a n 2 0 1 4) . P os n er ( 2 0 1 1: 4 4) o n t h e ot h er h a n d us es 
t h e  7 P  m o d el  a d di n g  t h e  t hr e e  m or e el e m e nts  t o  f as hi o n  m ar k eti n g  mi x:  p h ysi c al 
e vi d e n c e,  pr o c ess  a n d  p e o pl e.  ( P os n er  2 0 1 1:  4 4.)  T h e  pr o m oti o n al  mi x  of  f as hi o n 
m ar k eti n g  i n cl u d es  P R,  a d v ertisi n g,  s al es  pr o m oti o n  a n d p ers o n al  s elli n g  ( P os n er 
2 0 1 1: 1 5 8 ). It s h o ul d b e n ot e d t h at f as hi o n c o m p a ni es d o n’t  o nl y s ell t o c o ns u m ers, 
b ut als o t o ot h er fir ms wit hi n t h e i n d ustr y ( E as e y 2 0 0 9: 6 4).   
Br a n di n g  is hi g hl y i m p ort a nt  i n  f as hi o n  m ar k eti n g.  T h e  p ur p os e  of  br a n di n g  is  t o 
pr es e nt  a  disti n cti v e  i d e ntit y  f or  a  pr o d u ct,  or g a ni z ati o n  or  s er vi c e. A f as hi o n 
c o m p a n y’s br a n d is w h at diff er e nti at es it fr o m t h e c o m p etit ors, e. g. b y  e x p eri e nti al 
di m e nsi o ns a n d e m oti o n al m e a ni n g. Cr e ati n g a c o nti n ui n g br a n d is v er y i m p ort a nt i n 
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f as hi o n, b e c a us e of t h e i n d ustr y’s n e e d t o r e n e w s e as o n aft er s e as o n. Br a n di n g is a b o ut 
cr e ati n g a n d m a n a gi n g a br a n d, w hi c h is t h e n c o m m u ni c at e d t o t h e c ust o m ers i n a w a y 
t h at  cl arifi es  t h e  c o m p a n y’s  v al u es.  T h us,  it  s h o ul d  b e  c o nsi d er e d  as  a  si g nifi c a nt 
str at e gi c  a cti vit y. A br a n d i n cl u d es t h e l o g o, t a gli n e, sl o g a n, pr o d u cts a n d t h e p h ysi c al 
e n vir o n m e nt,  b ut  als o  t h e  i nt a n gi bl e  di m e nsi o ns,  s u c h  as  t h e  i nt er n al  str at e g y  a n d 
e xt er n al  c o ns u m er  e x p eri e n c e. F as hi o n  pr o d u cts  off er  a  gr e at  c a n v as  f or  vis u al 
br a n di n g. ( P os n er 2 0 1 1: 1 2 8 – 1 3 1 , 1 3 4.) Br a n ds a p p e ar o n e a c h l e v el i n t h e f as hi o n 
i n d ustr y: e. g. c or p or at e br a n ds h a v e o n e i d e ntit y a cr oss br a n ds, m a n uf a ct ur er br a n ds 
ar e m ar k et e d as  pr o d u cti o n c o m p a ni es, pri v at e or o w n br a n ds ar e s ol d i n d e p art m e nt 
st or es  a n d  e n d ors e d  br a n ds  ar e  s u b -br a n ds  e n d ors e d  b y  t h eir  p ar e nt  br a n d.  ( P os n er 
2 0 1 1: 1 3 3.) A n ot h er pr e v al e nt str at e g y wit hi n f as hi o n br a n di n g is c o -br a n di n g, w hi c h  
m e a ns t h at a br a n d l a u n c h es a c o -br a n d wit h a n ot h er d esi g n er or r et ail er, e. g. H & M’s 
c o -o p er ati o n wit h K arl L a g erfi el d a n d m a n y ot h ers ( C h oi 2 0 1 4: 5).  
F as hi o n c o m p a ni es  n e e d eff e cti v e a n d effi ci e nt s u p pl y c h ai ns t o b e a bl e t o m a n a g e 
br a n d  o p er ati o ns  a n d c ust o m er  d e m a n d.  N o w a d a ys , t his  is  oft e n  s u p p ort e d  wit h  e-
c o m m er c e.  H o w e v er,  als o  t h e  b a c k -offi c e  s u p p orti n g  a cti viti es  ar e  cr u ci al  f or  t h e 
m ar k eti n g  pr o mis e  f ulfill m e nt  i n  t h e  f ut ur e. T h e  m ar k ets  ar e  als o  aff e ct e d  b y 
gl o b ali z ati o n ;  or g a ni z ati o ns  n e e d  t o  ma n a g e  n et w or ks  t o  b e  a bl e  t o  l e v er a g e  br a n d 
v al u es t hr o u g h gl o b al c o m m u ni c ati o n s yst e ms fr o m e v er y pl a c e i n t h e w orl d. ( Hi n es 
& Br u c e 2 0 0 7: 1 4.)  
It c a n b e s u m m ari z e d t h at f as hi o n m ar k eti n g is c ust o m er -c e ntri c m ar k eti n g  t o cl ot hi n g 
c ust o m ers  i n t h e f as hi o n i n d ustr y. In or d er t o a ns w er t h e d e m a n d t hr o u g h f ast c h a n gi n g 
c y cl es,  f as hi o n  m ar k eti n g  s h o ul d  h a v e hi g h  e m p h asis  o n  br a n di n g  a n d  hi g h 
r e q uir e m e nts  f or  eff e cti v e  s u p pl y  c h ai ns.  (se e  E as e y  2 0 0 9,  P os n er  2 0 1 1,  Hi n es  & 
Br u c e 2 0 0 7).  
2. 4  S ust ai n a bl e fas hi o n  
Cl ot hi n g  a n d f o ot w e ar i n d ustr y is a m o n g t h e bi g g est t o i m p a ct s ust ai n a bilit y b e c a us e 
of  its  m assi v e  r es o ur c e  c o ns u m pti o n,  a c c o u nt e d  w ast e  a n d  e n er g y  us a g e  fr o m  e. g. 
w as hi n g t h e cl ot h es. T h e i n d ustr y h as als o r e c ei v e d n e g ati v e att e nti o n f or e. g. l a b or 
c o n diti o ns a n d ot h er s u p pl y c h ai n pr o bl e ms. ( B el z & P e atti e 2 0 1 2: 8 2 – 8 3.) C o m p ar e d 
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t o m a n y ot h er pr o d u cts, t h e lif e c y cl e of t e xtil e pr o d u cts is v ers atil e a n d r el ati v el y l o n g; 
it  i n cl u d es  m a n y  pr o c ess  p h as es,  e a c h  of  w hi c h  h a v e  t h eir  o w n  i m p a cts  t o  t h e 
e n vir o n m e nt  ( T al v e n m a a  2 0 0 2:  9). S ust ai n a bilit y  of  f as hi o n  is  i m p a ct e d  b y 
pr o d u cti o n, e n d -us e, l o gisti cs a n d t h e f ast p a c e. N e xt, t h es e as p e cts will b e pr es e nt e d. 
Pr o d u cti o n  of f as hi o n a n d t e xtil es is a m o n g o n e of t h e l o n g est a n d diffi c ult i n d ustri al 
pr o c ess es : it dr a ws o n l a b or a n d ot h er r es o ur c es, s u c h as w at er a n d e n er g y ( Fl et c h er 
2 0 1 4:  5 1).  E v e n  t h o u g h  f as hi o n  pr o d u cti o n  i m p a cts  t h e  e n vir o n m e nt  a n d  p e o pl e 
br o a dl y  i n  a  n e g ati v e  w a y,  it  h as  als o  p ositi v e  si d es:  it  cr e at es  e m pl o y m e nt  a n d 
pr o d u cts  t h at  st a n d  i n  t h e  c or e  of  m a n y  c ult ur es.  T o  fi x  t h es e  n e g ati v e  as p e cts, 
i m pr o v e d  t e c h ni q u es  f or  pr o c essi n g  h a v e  b e e n  d e v el o p e d.  T h es e  ‘ b est  pr a cti c es’ 
s h o ul d  b e  utili z e d  w h er e v er  p os si bl e,  b e c a us e  t h e y  c a us e  mi ni m al  i m p a ct.  T h e y 
i n cl u d e  e. g.  pri n ci pl es  of  mi ni mi zi n g  pr o c ess  st e ps,  c h o osi n g  as  cl e a n  pr o d u cti o n 
t e c h ni q u es a n d pr o c essi o n c h e mi c als as p ossi bl e, r e d u ci n g r es o ur c e c o ns u m pti o n a n d 
w ast e  pr o d u cti o n.  T h e  s ust ai n a bilit y  iss u es wit hi n  pr o d u cti o n  c h ai ns  c a n  b e  m a d e 
b ett er t hr o u g h s o c all e d ‘ h ar d’ i m pr o v e m e nts, m e a ni n g t e c h n ol o g y, a n d ‘s oft’ m e a ns, 
m e a ni n g  c ult ur al  c h a n g es.  T h e  i n n o v ati o ns  ar e  als o  g ui d e d  b y  l e gisl ati o n,  w hi c h 
pr ot e cts  s ust ai n a bilit y  a n d  et hi c al  c o n diti o ns  t h at  b us i n ess es  oft e n  t e n d  t o  i g n or e. 
( Fl et c h er 2 0 1 4: 5 1– 5 6.)  
S ust ai n a bl e f as hi o n pr o d u cti o n i n cl u d es c o nsi d er ati o n of m at eri al pr o d u cti o n, et hi c al 
m a n uf a ct uri n g,  us a g e  a n d  r e c y cli n g  ( Fl et c h er  2 0 1 4:  7 – 1 1 3).  A  t e xtil e  lif e c y cl e 
i n cl u d es  t h e  p h as es  of  g at h eri n g  a n d pr o c essi n g  t h e  r a w  m at eri als,  c ol ori n g  a n d 
h a n dli n g t h e m, m a n uf a ct uri n g t h e t e xtil es, c o ns u mi n g, usi n g a n d m ai nt ai ni n g t h e m, 
r e c y cli n g t h e m a n d at t h e e n d t h e dis p os al ( T al v e n m a a 2 0 0 2: 1 0). T h e t e xtil e m at eri als 
st a n d as a b as e f or s ust ai n a bl e c h a n g e: t h e ir di v ers e us e c a n e n d ors e t h e w ell b ei n g, 
fl e xi bilit y a n d eff e cti v e n ess i n t h e l o n g-t er m. T h er e is n’t o n e s p e cifi c fi b er t h at c a n 
al o n e tr a nsf or m t h e p oll uti o n or r es o ur c e pr o bl e ms, n o m att er h o w f air -tr a d e or or g a ni c 
it is. T h us, t h er e ar e str at e gi es t h at ai m f or m at eri al di v ersit y dis p ositi o n i n t h e m ar k ets. 
T his  m e a ns  t h at  b e c a us e  t h e  fi b er  m ar k ets  ar e  di v ers e,  m or e  r es o ur c e -effi ci e nt  a n d 
c ult ur all y r es p o nsi bl e, alt er n ati v e fi b ers c a n g ai n m or e pl a c e. T his r es ults i n a m aj orit y 
p art of fi b ers t h at is a r es ult of s m all mi n oriti es c ulti v at e d t o g et h er. T his m o d el c a n 
a g ai n  l e a d  i nt o  a gri c ult ur e  t h at  is  m or e  v ari e d  a n d  l o c al,  fi b ers  t h at  ar e  pr o d u c e d 
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r e gi o n all y,  l o c al  j o bs  a n d  e n vir o n m e nts  t h at  ar e  h e alt h y  a n d  s o ci all y  b o o mi n g. 
( Fl et c h er 2 0 1 4: 7– 9.)  
T h e t e xt il e m at eri als c a n b e s c ar c el y di vi d e d i nt o t w o c at e g ori es: n at ur al fi b ers a n d 
s y nt h eti c  fi b ers  ( T al v e n m a a  2 0 0 2:  1 3).  T e xtil e  m ar k ets  ar e  l ar g el y  d o mi n at e d  b y 
c ott o n  a n d  p ol y est er.  A  c o m m o n  u n d erst a n di n g  is  t h at  i n  w h e n  it  c o m es  t o 
s ust ai n a bilit y,  n at ur al  f i b ers  ar e  b ett er  t h a n  s y nt h eti c  fi b ers.  H o w e v er,  e v e n  t h o u g h 
s y nt h eti c fi b ers d o h a v e a n e g ati v e i m p a ct o n p e o pl e a n d t h e pl a n et, als o n at ur al fi b ers 
s u c h as c ott o n dr a w t h o us a n ds of lit ers of w at er p er o nl y o n e kil o gr a m, w hil e s y nt h eti c 
p ol y est er  o nl y  u n d er  2 0  lit ers.  T his  s h o ws  t h at  diff er e nt  m at eri als  h a v e  f a c e d  
c h all e n g es  w h e n  it  c o m es  t o  s ust ai n a bilit y.  C o nsi d eri n g  s ust ai n a bl e  t e xtil e  m at eri al 
pr o d u cti o n, o n e s h o ul d t a k e i nt o a c c o u nt t h e bi g pi ct ur e –  et hi cs, c o ns u m pti o n p att er ns 
a n d v ari et y, as w ell a s t h e d et ail e d pi ct ur e –  e. g. a c ert ai n fi b er’s L C A pr ofil e. ( Fl et c h er 
2 0 1 4: 1 0 – 1 1, 4 3.)  
T h e  s ust ai n a bilit y  of  f as hi o n  i n d ustr y  is n’t  all  d e p e n d e nt  o n  t h e  t e xtil es  a n d  t h eir 
pr o d u cti o n: es p e ci all y t h eir e n d -us e a n d r e c y cli n g  m att ers. I n f a ct, m ost of a cl o t hi n g’s 
i m p a ct t o e n vir o n m e nt is c a us e d b y l a u n d eri n g it, n ot gr o wi n g or pr o d u ci n g t h e fi b ers. 
If  a  pi e c e  of  cl ot hi n g  is  w as h e d  h alf  as  oft e n,  t h e  i m p a ct  c a n  als o  b e  c ut  i n  h alf. 
( Fl et c h er  2 0 1 4:  9 1– 9 2.)  As  t h e  usi n g  a n d  m ai nt ai ni n g  of  t e xtil es  t a k es  2/ 3  of  t h eir 
e n vir o n m e nt al  i m p a ct,  t h e  c o ns u m ers  st a n d  at  t h e  c or e  of  mi ni mi zi n g  t h e 
e n vir o n m e nt al  pr o bl e ms  ( T al v e n m a a  2 0 0 2:  8 4).  T h us,  it  is  i m p ort a nt t o  e d u c at e 
c o ns u m ers o n t h e i m p ort a n c e of s ust ai n a bl e us e of f as hi o n. I n a d diti o n, f as hi o n s h o ul d 
b e d esi g n e d wit h t h e c ust o m er’s h a bits, utiliti es, v al u es, n or ms a n d k n o wl e d g e a b o ut 
t a ki n g c ar e of t h e cl ot hi n g i n mi n d: s o m e pi e c es ar e e v e n d esi g n e d f or n e v er b ei n g 
w as h e d ( Fl et c h er 2 0 1 4: 1 0 2 – 1 0 3). T h e pr o bl e m wit h f as hi o n w ast e is als o h a n dl e d i n 
m a n y w a ys: t h e w a st e str e a ms c a n b e r e dir e ct e d, r e us e d a n d r e c y cl e d. T his is als o oft e n 
g ui d e d b y n e w e m er gi n g t e c h n ol o gi es. Diff er e nt w ast e m a n a g e m e nt str at e gi es i n cl u d e 
e. g.  r e usi n g  pr o d u cts,  r e p airi n g  a n d  r e c o n diti o ni n g  pr o d u cts  or  p arts  of  t h e m,  a n d 
r e c y cli n g r a w m at eri als f or m a n uf a ct uri n g of ot h er g o o ds. ( Fl et c h er 2 0 1 4: 1 1 3– 1 1 8.)  
T h e s ust ai n a bilit y of f as hi o n is als o gr e atl y i m p a ct e d b y l o gisti cs (s e e Fl et c h er 2 0 1 4, 
F er ni e  &  Gr a nt  2 0 1 5 ).  S ust ai n a bl e  l o gisti cs  c a n  b e  b uilt  b y  t hr e e  t h e m es:  gr e e ni n g 
s u p pl y  c h ai ns,  e mis si o ns  ass ess m e nt  a n d  r e v ers e  l o gisti cs  ( A b u k h a d er  &  J ö ns o n 
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2 0 0 4). R e v ers e l o gisti cs i n cl u d e t h e r et ur n, r e c o v er y, s e as o n al i n v e nt or y, r est o c k a n d 
r e c y cli n g of pr o d u cts, as t h e pr o c ess a cts i n o p p osit e dir e cti o n, fr o m c o ns u m er t o t h e 
ori gi n. E missi o n ass ess m e nt i n cl u d es tr a ns p ort ati o n a n d st or a gi n g a cti viti es t h at us e 
e n er g y a n d t h us pr o d u c e C O 2. T h e t hir d t h e m e, gr e e ni n g t h e s u p pl y c h ai ns, m e a ns t h at 
t h e y  ar e  c arri e d  o ut  i n  a n  e n vir o n m e nt all y  fri e n dl y  a n d  n ot  w ast ef ul  m a n n er. T h e 
W orl d E c o n o mi c F or u m W E F h a s gi v e n r e c o m m e n d ati o ns t o i m pl e m e nt gr e e ni n g o n 
a cti viti es  s u c h  as  tr a ns p ort ati o n,  v e hi cl es  a n d  i nfr astr u ct ur e  n et w or ks,  b uil di n gs, 
d esi g n of s o ur ci n g, p a c k a gi n g a n d pr o d u cts, as w ell as a d mi nistr ati v e iss u es, i n cl u di n g 
e. g.  C O 2  m e as ur e m e nt  a n d  r e p orti n g st a n d ar ds.  It  s h o ul d  b e  n ot e d  t h at  w h e n 
d e v el o pi n g  a  s ust ai n a bl e  s u p pl y  c h ai n  str at e g y,  b ot h  u pstr e a m  a n d  d o w nstr e a m 
c o m p a ni es  s h o ul d  b e  t a k e n  i nt o  a c c o u nt.  Als o , s o ci all y  a n d  e n vir o n m e nt all y 
res p o nsi bl e s o ur ci n g c o d e of c o n d u cts s h o ul d b e d e v el o p e d.  ( F er ni e & Gr a nt 2 0 1 5: 
1 8 5 – 1 8 8 .) I n or d er t o att ai n  s ust ai n a bl e l o gisti cs  s yst e m , a f as hi o n r et ail er s h o ul d a d o pt 
a  str at e gi c all y  s uit a bl e e n vir o n m e nt al  m a n a g e m e nt  s yst e m  t h at  m e ets  t h e  n e e ds  of 
st a k e h ol d ers  a n d  t h e  c o m p a n y,  as  w ell  as  w or ks  wit h  t h e  as p e cts  of s ust ai n a bilit y , 
p e o pl e a n d pr ofit. ( F er ni e & Gr a nt 2 0 1 5: 1 9 3)  
T h e c urr e nt cl ot hi n g a n d t e xtil e i n d ustr y  is d efi n e d  b y f ast s p e e d: t h e c o m bi n ati o n of 
f ast pr od u cti o n a n d m a n uf a ct uri n g j ust i n ti m e . T his h as all o w e d p ositi v e e c o n o mi c 
gr o wt h, w hi c h h as c o ntr ar y i m pli c ati o ns.  ( Fl et c h er 2 0 1 4: 1 8 9– 1 9 0. ) T his h as r es ult e d 
i n t h e ris e of f ast f as hi o n. F ast f as hi o n c a n b e  c h ar a ct eri z e d as  c o ns u m ers b u yi n g it e ms 
s o  c h e a p  t h at  t h e y  p ur c h as e  m or e  a n d  m or e  cl ot hi n g  m or e  oft e n  a n d  still  e n d  u p 
w e ari n g t h e m l ess ( F er ni e & Gr a nt 2 0 1 5: 1 2). Off eri n g a c o ntr ar y alt er n ati v e t o f ast 
f as hi o n,  a  c o n c e pt  of sl o w  f as hi o n  h as  b e e n  d e v el o p e d.  Sl o w  f as hi o n  is  a  w a y  t o 
e m br a c e  f as hi o n  wit hi n  its  bi o p h ysi c al  li mits;  pr o m oti n g  f as hi o n  pr o d u cti o n  a n d 
c o ns u m pti o n’s v ari et y a n d m ulti pli cit y. It i n cl u d es c h a n gi n g p o w er r el ati o ns b et w e e n 
t h e o n es w h o cr e at e a n d t h e o n es w h o w e ar f as hi o n, ai ms t o hi g h er st at e of a w ar e n ess 
of t h e pr o c ess es a n d t h ei r i m p a ct, t h us als o pri ci n g t h e g ar m e nts hi g h er t o d es cri b e 
t h eir r e al s o ci al a n d e c ol o gi c al c osts. ( Fl et c h er 2 0 1 4: 2 0 4.) Sl o w f as hi o n pr o d u cts h a v e 
a  l o n g er  lif e c y cl e  fr o m  t h eir  pr o d u cti o n  t o  dis p os al.  T h e  sl o w  f as hi o n  m o v e m e nt 
o p p osit es  t h e  r a pi dl y  c h a n g i n g  tr e n ds  a n d  t h e  f as hi o n  w ast e  t h e y  pr o d u c e.  T h e 
diff er e n c e b et w e e n sl o w f as hi o n a n d e n vir o n m e nt all y s ust ai n a bl e f as hi o n is n’t v er y 
cl e ar; t h e y’r e cl os el y r el at e d. (J u n g & Ji n 2 0 1 4.) J a c o bs et al. ( 2 0 1 8) c o n cl u d e t h at 
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t o d a y  it  s e e ms  t o  b e  m or e  i m p ort a nt t o  hi g hli g ht  i m pr o vi n g  t h e  d ur a bilit y,  t h a n 
f as hi o n a bilit y of t h e cl ot hi n g.  
T h e  f a ct  t h at  f as hi o n  i n d ustr y  is  c o ntr a di ct or y  t o  s ust ai n a bilit y  h as n’t  b e e n  l eft 
u n n oti c e d. E. g. i n t h e e arl y 1 9 9 0s a tr e n d c all e d ‘ e c o -c hi c’ st art e d t o d o mi n at e: t h e 
g ar m e nts w er e m a d e of n at ur al -l o o ki n g c ol ors a n d of s u c h fi b ers t h at di d n’t r efl e ct t h e 
pr o gr ess i n r e al w orl d. T his tr e n d w as visi bl e i n t h e c oll e cti o ns a n d m a g a zi n es, b ut it 
w as n’t  r e all y  s ust ai n a bl e;  r at h er  a  st yli z e d  v ersi o n  of  gr as pi n g  t h e  pr o bl e m.  E v e n 
t o d a y,  t h es e  n at ur al  c ol or  p al ett es  a n d  fi b ers  ar e  oft e n  ass o ci at e d  wit h  cr e dit a bl e 
s ust ai n a bilit y. ( Fl et c h er 2 0 1 4: 1 4 1 – 1 4 2.)  
I n  t o d a y’s  f as hi o n  i n d ustr y,  it  s h o ul d  b e  r e c o g ni z e d  t h at  n ot  all  c o ns u m pti o n  is 
n e g ati v e, b ut als o t h at c o ns u mi n g is n’t t h e o n l y w a y t o e x p eri e n c e a n d c o ntri b ut e t o 
f as hi o n. A g o al s h o ul d  b e t o is ol at e t h e c o ns u m eris m f as hi o n m ar k ets a n d f as hi o n as a 
t o ol t o c o nstr u ct o n e’s i d e ntit y. T his w o ul d gi v e a m e a ni n g f or f as hi o n t o h el p p e o pl e 
i d e ntif y t h e r o ots of s ust ai n a bilit y pr o bl e ms a n d t h us d e v el o p a n e w ki n d of f as hi o n 
t h at b as es o n v al u es. ( Fl et c h er 2 0 1 4: 1 4 3.) 
It  c a n  b e  s u m m ari z e d  t h at  s ust ai n a bl e  f as hi o n  i n cl u d es  e m p h asis  o n  s ust ai n a bl e 
pr o d u cti o n, l o gisti cs a n d e n d -us e. T h e s ust ai n a bilit y of f as hi o n is oft e n aff e ct e d b y t h e 
i nd ustr y’s f ast p a c e, w hi c h h as r es ult e d i n t h e p h e n o m e n o n of sl o w f as hi o n. (s e e e. g. 
Fl et c h er 2 0 1 4, F er ni e & Gr a nt 2 0 1 5 .) 
T h e t a bl e b el o w s u m m ari z es t his c h a pt er a b o ut F as hi o n m ar k eti n g . 
T a bl e 1. T h e o r eti c al f r a m e w o r k of f as hi o n m a r k eti n g.  
F as hi o n m a r k eti n g  C o nt e nt  
 
F as hi o n i n d ust r y  
 
 
 
 
 
 
 
F as hi o n c o ns u m e ris m  
 
o  E m pl o ys milli o ns of p e o pl e  
o  4 % of t h e gl o b al m ar k et s h ar e  
o  C o m bi n es a gri c ult ur al a n d m at eri al i n d ustri es wit h artisti c 
i n d ustri es 
o  Gl o b al  
o  M ar k et di visi o n  
o  H a ut e -c o ut ur e or r e a d y -t o-w e ar  
 
o  S o ci al c at al yst  
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M a r k eti n g f as hi o n  
 
 
 
 
 
 
 
 
S ust ai n a bl e f as hi o n  
o  M e a n t o e x pr ess o n es elf  
o  Li k e d wit h s elf -j ustifi c ati o n a n d ps y c h ol o gi c al o bs ol e n c e 
o  F ast c h a n gi n g c y cl es  
o  Vir al n at ur e  
o  P ur c h as e pr o c ess i n cl u d es v ari o us st e ps  
o  Filli n g s o ci al n e e ds  
 
o  F as hi o n its elf is a m ar k eti n g t o ol  
o  O p er at es o n e a c h l e v el fr o m t h e pr o d u cti o n t o r et ail a n d o n 
all m ar k ets  
o  C ust o m er c e ntri c  
o  Mi x es d esi g n a n d m ar k et c e ntri cit y  
o  Br a n di n g  
o  Eff e cti v e s u p pl y c h ai ns  
o  E -c o m m er c e  
 
o  T e xtil e lif e c y cl e is v ers atil e a n d l o n g: pr o c ess es h a v e 
n e g ati v e e n vir o n m e nt al i m p a cts  
o  Pr o d u cti o n, l o gisti cs, e n d -us e ( e. g. l a u n d eri n g) a n d f ast 
p a c e cr e at e e n vir o n m e nt al i m p a ct  
o  F ast f as hi o n h as n e g ati v e i m p a cts , sl o w f as hi o n a cts as t h e 
o p p osit e  
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3  S U S T AI N A B L E M A R K E TI N G S T R A T E G Y  
T his c h a pt er pr es e nts  w h at a  s ust ai n a bl e  m ar k eti n g str at e g y is  a n d fi n all y dis c uss es t h e 
t h e or eti c al fr a m e w or k f or s ust ai n a bl e f as hi o n m ar k eti n g str at e g y. It st a n ds as a c or e 
b a c k gr o u n d f or t h e e ntir e r es e ar c h, as it h el ps t o d efi n e t h e str at e gi c m o d el  t h at a ns w ers 
t o t h e  m ai n  r es e ar c h  q u esti o n of  cr yst alli zi n g  t h e  s ust ai n a bl e  f as hi o n m ar k eti n g 
str at e g y . First, it is i m p ort a nt t o d efi n e w h at t h e c o n c e pts of s ust ai n a bl e  m ar k eti n g a n d 
m ar k eti n g str at e g y i n cl u d e. Aft er t h at , t h e m o d el of  a  s ust ai n a bl e  m ar k eti n g str at e g y 
is pr es e nt e d . 
3. 1  B a c k g r o u n d a n d d efi niti o n of s u st ai n a bl e  m a r k eti n g  
T h e  c o n c e pt  of  s ust ai n a bl e  m ar k eti n g  h as  b e e n  d efi n e d  t hr o u g h  m a n y  t er ms  a n d 
d efi niti o ns  si n c e  t h e  1 9 7 0s  ( B el z  &  P e atti e  2 0 1 2:  2 4).  T his  c h a pt er  pr es e nts 
b a c k gr o u n d f or s ust ai n a bl e m ar k eti n g a n d h o w t his r es e ar c h d efi n es t h e c o n c e pt. 
U ns ust ai n a bl e d e v el o p m e nt m e a ns t h at h u m a ns ar e d estr o yi n g vit al r es o ur c es i n s u c h 
p a c e t h at is f as t er t h a n t h e y c a n b e r e pl e nis h e d ( M arti n & Sc h o ut e n 2 0 1 4: 1 0). It c a n’t 
b e d e ni e d t h at tr a diti o n al m ar k eti n g pr a cti c es ar e f a ci n g a n e e d e d c h a n g e. T h e p h ysi c al 
li mits t o c o ns u m pti o n h a v e alr e a d y b e e n o v err e a c h e d b y t h e gl o b al c o ns u m ers. T h e 
e c o n o mi c  gr o wt h  a n d  i n cr e asi n g  c o ns u m pti o n  ar e  n ot  s ust ai n a bl e,  e v e n  t h o u g h  it’s 
misl e a di n gl y b e e n c o nsi d er e d t h at it w o ul d i m pr o v e t h e w e alt h a n d lif e q u alit y of t h e 
w orl d’s p o p ul ati o n. T h us, s ust ai n a bl e m ar k eti n g is n’t a n alt er n ati v e a n y m or e: it n e e ds 
t o b e c o m e t h e n e w tr a diti o n al w a y of m ar k eti n g. ( E m er y 2 0 1 2: 5.) 
S ust ai n a bilit y  is  si m pl y  d efi n e d as  t h e  a bilit y  t o  m ai nt ai n  or  r e n e w  t h e  s yst e m 
p er p et u all y.  It  c a n  b e  di vi d e d  i nt o  t hr e e  di m e nsi o ns:  e c o n o mi c,  s o ci al  a n d 
e n vir o n m e nt al s ust ai n a bilit y. U ns us t ai n a bl e e c o n o mi c a cti viti es r ef er t o t h e pr o bl e ms 
i n t h e d e cli n e of n at ur al r es o ur c es a n d at t h e s a m e ti m e a n i n cr e as e i n t h e d e m a n d f or 
t h e m. ( M arti n & S c h o ut e n 2 0 1 4: 1 0– 1 2.)  T h e fi el d of m ar k eti n g a n d its w a y t o i n cr e as e 
t h e c o ns u m ers’ d e m a n d is oft e n bl a m e d f or c a usi n g u ns ust ai n a bl e e c o n o mi c gr o wt h 
( Kl e a nt h o us & P e c k 2 0 0 4). H o w e v er, it s h o ul d b e n ot e d t h at m ar k eti n g c a n als o off er 
t h e n e e d e d t o ols i n t a c kli n g t h es e pr o bl e ms, t hr o u g h s ust ai n a bl e m ar k eti n g pr a cti c es 
( M arti n & S c h o ut e n 2 0 1 4: 1 0). 
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S ust ai n a bl e  m ar k et i n g  is  d efi n e d  e. g.  as  a  pr o c ess  w h er e  a  c o m p a n y  cr e at es, 
c o m m u ni c at es  a n d  d eli v ers  v al u e  t o  its  c ust o m er,  i n  a  m a n n er  w h er e  b ot h  h u m a n 
c a pit al ( p e o pl e pr o vi d e d r es o ur c es, s u c h as l a b or) a n d n at ur al c a pit al ( n at ur e pr o vi d e d 
r es o ur c es,  s u c h  as  m at eri als)  are  pr es er v e d  a n d  e n h a n c e d  t hr o u g h o ut.  S ust ai n a bl e 
m ar k eti n g  cr a v es  n e w  ki n ds  of  m et h o ds  a n d  b usi n ess  r el ati o ns hi ps  t o  cr e at e  v al u e. 
H o w e v er,  als o  s ust ai n a bl e  m ar k eti n g  m ust  m e et  t h e  fir m’s  fi n a n ci al  a n d  e c o n o mi c 
g o als. I n a d diti o n t o t his, s ust ai n a bl e m ar k e ti n g h as t o pr o a cti v el y w or k o n its i m p a ct 
o n t h e n at ur e’s a n d s o ci et y’s w ell b ei n g. ( M arti n & S c h o ut e n 2 0 1 4: 1 8 – 1 9.) I n 1 9 7 0s 
a n d 1 9 8 0s t his w as r ef err e d t o as mi cr o m ar k eti n g , w hi c h m e a ns t h at m ar k eti n g s h o ul d 
t a k e i nt o a c c o u nt t h e r el ati o ns hi p t o n ot o nl y t h e c o m p a n y its elf, b ut als o t o t h e s o ci et y, 
wit h s p e ci al att e nti o n o n t h e c o ns e q u e n c es t h at m ar k eti n g c a n u ni nt e nti o n all y h a v e o n 
e. g.  e n vir o n m e nt al  a n d  s o ci al  w elf ar e  ( Fis k  1 9 8 1  &  H u nt  1 9 8 1  vi a  B el z  &  P e atti e 
2 0 1 2: 1 4). It c a n b e s ai d t h at mi cr o m ar k eti n g f o c us es o n h o w t h e s o ci et y’s g o als c o ul d 
b e m et w hil e o pti mi zi n g s o ci al b e n efits. ( B el z & P e atti e 2 0 1 2: 2 4)  
It  s h o ul d  b e  n ot e d  t h at  i n  a d diti o n  t o  m ar k eti n g,  all  b usi n ess  a cti viti es  ar e  f a ci n g  a 
c h a n g e  t o w ar ds  s ust ai n a bilit y,  b ot h  e n vir o n m e nt all y  a n d  s o c i all y  ( H art  1 9 9 5). 
N o w a d a ys , t h e  e vi d e n c e  of  cli m at e  c h a n g e  eff e cts  h as  r us h e d  t h e  d e v el o p m e nt  of 
alt er n ati v e s ol uti o ns f or t h e c urr e nt lif est yl e a n d c o ns u m pti o n p att er ns ( B el z & P e atti e 
2 0 1 2: 9). S ust ai n a bl e d e v el o p m e nt is a n e w a p pr o a c h t o s o ci et y’s d e v e l o p m e nt t h at 
ai ms  f or  b al a n c e  b et w e e n  e c o n o mi c  pr os p erit y,  s o ci al  e q u alit y  a n d  e n vir o n m e nt al  
pr ot e cti o n ( B el z & P e atti e 2 0 1 2: 3).  
S ust ai n a bl e  m ar k eti n g  ori e nt ati o n c a n  b e  di vi d e d  i nt o  t hr e e  p arts: or g a ni z ati o n al, 
c o ns u m er a n d  s o ci et al  g o als. Or g a ni z ati o n a l g o als or pr o d u cti o n ori e nt ati o n is i nt er n al 
a n d f o c us es o n t h e c o m p a n y’s o w n g o als. C o ns u m er ori e nt ati o n o n t h e ot h er h a n d ai ms 
t o  m e et  p e o pl e’s  w a nts  a n d  n e e ds,  w hil e  ori e nt ati o n  t a k es  i nt o  a c c o u nt  s o ci al  a n d 
e c ol o gi c al g o als as w ell. ( B el z & P e atti e 2 0 1 2: 2 4.)  
Si n c e t h e 1 9 7 0s , als o ot h er br o a d er m ar k eti n g c o n c e pts h a v e st art e d t o ris e: i n a d diti o n 
t o  s ust ai n a bl e  m ar k eti n g, t h e y ar e  e. g.  gr e e n  m ar k eti n g,  s o ci al  m ar k eti n g, 
s ust ai n a bilit y a n d e n vir o n m e nt al m ar k eti n g.  ( B el z & P e atti e 2 0 1 2: 2 4.) B el z & P e atti e 
( 2 0 1 2: 2 8) diff er e nti at e s ust ai n a bilit y m ar k eti n g a n d s ust ai n a bl e m ar k eti n g, b e c a us e 
s ust ai n a bl e m ar k eti n g c a n s e e m t o r ef er t o l o n g -l asti n g, n ot s ust ai n a bl e d e v el o p m e nt.  
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Gr e e n m ar k eti n g or s ust ai n a bl e br a n di n g s h o ul d a d dr ess t h e m o d er n c o ns u m ers’ ris e n 
e x p e ct ati o ns f or b usi n ess o p er ati o n, w hi c h r e q uir es b ot h s ust ai n a bl e d e v el o p m e nt a n d 
cr e ati n g  d e m a n d  f or  t h e  gr e e n  br a n ds  t hr o u g h  c o m m u ni c ati o ns  t h at  e n g a g e  t h e 
c o ns u m ers a b o ut t h e e n vir o n m e nt al a n d s o ci al w ell b ei n g ( Ott m a n 2 0 1 1: 4 3 – 4 4)  
T his r es e ar c h d o es n’t diff er e nti at e t h es e c o n c e pts b ut c o m bi n es t h e m wit h t h e t er m 
s ust ai n a bl e m ar k eti n g, d efi ni n g it as f oll o ws:  
S ust ai n a bl e m ar k eti n g is t h e e x e c uti n g of all m ar k eti n g pr o c ess es t hr o u g h l o n g -t er m 
pl a n ni n g  i n  s u c h  a  w a y  t h at  b ot h  c or p or at e  n e e d s,  as  w ell  as  s o ci al  a n d  e c o n o mi c 
w ell b ei n g ar e t a k e n i nt o a c c o u nt. It als o i n cl u d es h o w t h es e a cti o ns of t h e c o m p a n y 
ar e  c o m m u ni c at e d  t o  t h e  c o ns u m ers  i n  a  m e a ni n gf u ll y  e n g a gi n g  m a n n er  t h at 
e n c o ur a g es t h e s ust ai n a bl e v al u es. (s e e B el z & P e atti e 2 0 1 2, M arti n & S c h o ut e n 2 0 1 2, 
Ott m a n 2 0 1 1.)  
T h us,  i n t his r es e ar c h t h e  t er ms  gr e e n  m ar k eti n g  or  s ust ai n a bilit y  m ar k eti n g  ar e 
r e pl a c e d wit h s ust ai n a bl e m ar k eti n g . 
S ust ai n a bl e  m a r k eti n g  diff er e nti at es  fr o m  c o n v e nti o n al  m ar k eti n g  t hr o u g h  v ari o us 
f a ct ors. S ust ai n a bl e m ar k eti n g s h o ul d t ar g et t o bri n g v al u e t o p e o pl e t hr o u g h s er vi c es 
t h at ar e l o c all y a n d c o-o p er ati v el y pr o d u c e d a n d m ar k et e d pr o a cti v el y i n a n e d u c ati v e 
m a n n er,  t hr o u g h l o n g-t er m  pl a n ni n g.  C o n v e nti o n al  m ar k eti n g  o n  t h e  ot h er  h a n d 
t ar g ets  c o ns u m ers  wit h  lif est yl es,  t hr o u g h  pr o d u cts  t h at  ar e  gl o b all y  s o ur c e d,  i n  a 
c o m p etiti v e  a n d  r e a cti v e  m a n n er,  t hr o u g h  s h ort -t er m  ori e nt ati o n,  e n h a n ci n g  t h e 
pr o d u ct b e n efits . ( Ott m a n 2 0 1 1: 4 6)  
3. 2  S ust ai n a bl e m a r k eti n g m a n a g e m e nt  
T his  c h a pt er  i ntr o d u c es  h o w  s ust ai n a bl e  m ar k eti n g  s h o ul d  b e  m a n a g e d  a n d  w h at 
s ust ai n a bl e m ar k eti n g m a n a g e m e nt i n cl u d es.  
S ust ai n a bl e m ar k eti n g m a n a g e m e nt s h o ul d pl a n, or g a ni z e, i m pl e m e nt a n d c o ntr ol t h e 
m ar k eti n g  i n  or d er  t o  f ulfill  c ust o m er  n e e ds  b ut  als o  at  t h e  s a m e  ti m e  c o nsi d er  t h e 
s o ci al  a n d  e n vir o n m e nt al  r e q uir e m e nts,  w hil e  m e eti n g  t h e  c or p or at e  g o als.  A 
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s u c c e e di n g s ust ai n a bl e m ar k eti n g str at e g y s h o ul d i n cl u d e all b usi n ess as p e cts: e a c h 
d e p art m e nt  s h o ul d  ai m  f or  t h e  s a m e  s ust ai n a bilit y  g o al.  T his  li n ks  s ust ai n a bl e 
m ar k eti n g t o C S R  ‘c or p or at e s o ci al r es p o nsi bilit y ’, w hi c h m e a ns t a ki n g i nt o a c c o u nt 
als o  ot h er  r es p o nsi biliti es  t h at  or g a ni z ati o ns  h a v e,  n ot  j ust  e c o n o mi c  ti es.  C S R  h as 
b e e n d efi n e d i n m a n y w a ys: s o m e d efi niti o ns i n cl u d e o nl y s o ci al as p e cts, s o m e b ot h 
s o ci al a n d e n vir o n m e nt al r es p o nsi biliti es b esi d es t h e o b vi o us fi n a n ci al o n es. ( B el z & 
P e atti e  2 0 1 2:  2 9,  3 2 – 3 3.)  T his  r es e ar c h  c o nsi d ers  C S R  a c c or di n g  t o  t h e  E ur o p e a n 
C o m missi o n  ( 2 0 1 9) d efi niti o n, w hi c h st at es: 
“ C o m p a ni es c a n b e c o m e s o ci all y r es p o nsi bl e b y:  
o  i nt e gr ati n g  s o ci al,  e n vir o n m e nt al,  et hi c al,  c o ns u m er,  a n d  h u m a n  ri g hts 
c o n c er ns i nt o t h eir b usi n ess str at e g y a n d o p er ati o ns  
o  f oll o wi n g t h e l a w. ” 
Si n c e 1 9 9 0s t h e st a k e h ol d ers h a v e st art e d t o b e c o m e m or e i n v ol v e d a n d h a v e m or e 
e x p e ct ati o ns  a b o ut  t h e  c o m p a ni es’  s ust ai n a bl e  p erf or m a n c e,  w hi c h  h as  m a d e  m a n y 
c o m p a ni es p u blis h C S R r e p orts t h at ai m t o pr es e nt t h eir p ositi v e i m p a ct o n s o ci al a n d 
e n vir o n m e nt al f a ct ors. H o w e v er, m a n y of t h es e r e p orts ar e n’t str at e g i c, o p er ati o n al or 
i nt e gr at e d  t o  all  c o m p a n y  l e v els,  t h e y  s e e m  t o  o nl y  t a k e  P R-a d v a nt a g e  of  t h e 
s ust ai n a bilit y  tr e n d.  ( B el z  &  P e atti e  2 0 1 2:  3 3 – 3 4 .)  T his  s h o ws  t h at  t h e  c o m p etiti v e 
a d v a nt a g e fr o m pr es e nti n g s ust ai n a bl e m a n n ers h as b e e n n ot e d.  
Str at e gi c  C S R s h o ul d  st art  wit h  r e c o g ni zi n g,  pri oriti zi n g  a n d  f o c usi n g  o n  t h os e 
e n vir o n m e nt al a n d s o ci al iss u es t h at ar e t h e m ost i m p ort a nt f or t h e c o m p a n y. T h e y c a n 
als o b e t h os e t h e c o m p a n y c a n h a v e t h e bi g g est i m p a ct o n. ( B el z & P e atti e 2 0 1 2: 3 4.) 
P ort er  &  Kr ä m er  ( 2 0 0 6  vi a B el z  &  P e atti e  2 0 1 2:  3 4 – 3 5)  di vi d e  t h es e  i nt o  t hr e e 
c at e g ori es:  
1)  g e n er al s o ci al i m p a cts t h at ar e n ot si g nifi c a ntl y aff e ct e d b y b usi n ess es  
2)  v al u e  c h ai n  s o ci al  i m p a cts  t h at  ar e  si g nifi c a ntl y  aff e ct e d  b y  b usi n ess es  a n d 
i n cl u d e t h e e ntir e v al u e c h ai n 
3)  a n d s o ci al di m e nsi o ns of c o m p etiti v e c o nt e xt, w hi c h i n cl u d e iss u es t h at h a v e a 
si g nifi c a nt i m p a ct o n t h e f u n d a m e nt al c o m p etiti o n  dri v ers . 
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C S R  c a n  b e  str at e gi c  or  r es p o nsi v e.  Str at e gi c  C S R  s h o ul d  c h a n g e  t h e  v al u e  c h ai n 
a cti viti es s o t h at t h e y p arti ci p at e i n t h e  gr e at er g o o d w hil e r ei nf or ci n g t h e c o m p a n y’s 
c o m p etiti v e str at e g y. ( P ort er & Kr ä m er 2 0 0 6 vi a B el z & P e atti e 2 0 1 2: 3 5.) H o w e v er, 
it s h o ul d b e n ot e d t h at e v e n t h o u g h C S R is i m p ort a nt w h e n it c o m es t o s ust ai n a bl e 
m ar k eti n g, t h e y ar e n’t t h e s a m e. C S R s h o ul d f o c us o n all c or p or at e l e v el st a k e h ol d ers, 
w h er e as  s ust ai n a bl e  m ar k eti n g  c o nsi d ers  pr o d u ct  a n d  c ust o m er  l e v el  t h e  m ost 
i m p ort a nt st a k e h ol d er. ( B el z & P e atti e 2 0 1 2: 3 5.) 
T h e s ust ai n a bl e  m ar k eti n g  m a n a g e m e nt s h o ul d w or k t hr o u g h t h e f oll o wi n g st e ps:  
1)  E xt er n al e n vir o n m e nt a n al ysis  
o  S o ci o -e c ol o gi c al  pr o bl e ms  s h o ul d  b e  u n d erst o o d  i n  b ot h  mi cr o  a n d 
m a cr o  l e v el,  p a yi n g  att e nti o n  t o  t h e  iss u es  t h at  ar e  r el e v a nt  t o  t h e 
b usi n ess s e ct or a n d l o c ati o n i n q u esti o n. A k e y f a ct or t h at aff e cts t h e 
r el e v a n c e of t h es e iss u es is mass m e di a.  
o  C o ns u m er  b e h a vi or  a n al ysis  s h o ul d  i n cl u d e  c ust o m er  j o ur n e y  d uri n g 
t h e p ur c h as e, us e a n d p ost-us e.  
o  T h e cr ossi n g of t h e a b o v e m e nti o n e d t w o f a ct ors d efi n es t h e m ar k eti n g 
c o nt e xt a n d s et n e w m ar k eti n g o p p ort u niti es.  
2)  Str at e gi c m ar k eti n g d e cisi o n m a ki n g  
o  S ust ai n a bl e  m ar k eti n g  v al u es  a n d  o bj e cti v es  pr es e nt  t h e  c o m p a n y’s 
v al u es  a n d  visi o n  i n  t er ms  of  s ust ai n a bilit y  pr o bl e ms,  i n cl u di n g  t h e 
c or p or at e st at e m e nts o n s ust ai n a bilit y.  
o  S ust ai n a bl e  m ar k eti n g  str at e gi es’  d e v el o p m e nt  s ets  c h all e n g es  f or  
m a n a g ers,  w h e n  it  c o m es  t o  e. g.  i n n o v ati o n,  t ar g eti n g,  s e g m e nti n g, 
m ar k et p ositi o ni n g a n d pr o d u ct ti mi n g.  
3)  Pr o d u ct c o nsi d er ati o n  
o  A s ust ai n a bl e m ar k eti n g mi x is n e e d e d i n or d er t o d e v el o p a s ust ai n a bl e 
m ar k eti n g str at e g y. It s h o ul d t a k e i nt o a c c o u nt t h e c u st o m er vi e w p oi nt: 
s ol uti o n, c ost, c o m m u ni c ati o n a n d c o n v e ni e n c e.  
4)  A cti v e p u bli c a n d p oliti c al p arti ci p ati o n  
o  S ust ai n a bilit y  m ar k eti n g  tr a nsf or m ati o ns  d es cri b e  t h e  c o m p a n y’s 
a cti v e p arti ci p ati o n i n p u bli c as w ell as p oliti c al pr o c ess es, i n or d er t o 
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c h a n g e  t h e  i n d ustr y  t o w ar ds  a  m or e s ust ai n a bl e  vi e w ,  w hi c h  li n ks 
s ust ai n a bilit y t o t h e c o n c e pt of C S R . ( B el z & P e atti e 2 0 1 2: 2 9– 3 1.)  
S ust ai n a bl e  m ar k eti n g  a n d  str at e gi c  m ar k eti n g  h a v e c o m m o n  c h ar a ct eristi cs :  b ot h 
c o n c e pts  ar e  a nti ci p ati v e,  f ut ur e -ori e nt e d  a n d  e xt er n all y  f o c us e d.  S ust ai n a bl e 
m ar k eti n g  str at e g y  is  a b o ut  tr a nsl ati n g  t h e  c o m p a n y’s  s ust ai n a bl e  m ar k eti n g  v al u es 
i nt o a str at e g y t h at is c o m m er ci all y a p pli c a bl e. ( B el z & P e atti e 2 0 1 2: 1 4 0.) It is t h e 
pl a n t o a c hi e v e c o m p a n y’s g o as, w hil e at t h e s a m e ti m e pr es e r vi n g or str e n gt h e ni n g 
n at ur al  a n d  s o ci al  r es o ur c es  ( M arti n  &  S c h o ut e n  2 0 1 2:  2 5).  Ott m a n’s  ( 2 0 1 1:  4 7) 
str at e g y f or s ust ai n a bl e m ar k eti n g is di vi d e d i nt o s e v e n st e ps:  
1)  U n d erst a n di n g  t h e  c ust o m ers’  a n d  st a k e h ol d ers’  e n vir o n m e nt al  a n d  s o ci al 
v al u es, d e v el o pi n g  a l o n g -t er m pl a n b as e d o n t h eir b eli efs. 
2)  F o c usi n g t h e n e w pr o d u ct a n d s er vi c e cr e ati o n i n b al a n c e wit h t h e c ust o m ers’ 
wis h es o n q u alit y, eff ortl ess n ess a n d pri c e r a n g e, w hil e h a vi n g mi ni m al i m p a ct 
o n t h e e n vir o n m e nt al a n d s o ci al f a ct ors ar o u n d t h e pr o d u ct  
3)  D e v el o pi n g a br a n d w h os e pr a cti c al b e n efits als o e n c o ur a g e t h e c ust o m ers t o 
t h e i m p ort a nt s ust ai n a bilit y iss u es. 
4)  M a ki n g  t h e  m ar k eti n g  a n d  s ust ai n a bilit y  eff orts  cr e di bl e  b y  c o m m u ni c ati n g 
t h e m a n d ai mi n g f or t h or o u g h tr a ns p ar e n c y. 
5)  W or ki n g  pr o a cti v el y  a n d  e x c e e di n g  t h e  e x p e ct ati o ns,  c o m mitti n g  i n  d oi n g 
o n e’s  o w n  s h ar e  i n  s ol vi n g  t h e  s ust ai n a bilit y  iss u es  a n d  t h us  g ai ni n g 
c o m p etiti v e a d v a nt a g e t hr o u g h o ut t h e pr o c ess.  
6)  T hi n ki n g  i n  a  h olisti c  m a n n er,  hi g hli g hti n g  t h e  us er  c o m m u nit y  a n d  h a vi n g 
m or e e n vir o n m e nt al as w ell as s o ci al st a k e h ol d ers.  
7)  C o nti n ui n g t o pr o m ot e r es p o nsi bl e us e a n d dis p os al of t h e off eri n gs, al w a ys 
ai mi n g t o h a v e “ z er o ” i m p a ct. ( Ott m a n 2 0 1 1: 4 7.)  
A c o m p a n y c a n g ai n c o m p etiti v e a d v a nt a g e t hr o u g h its s ust ai n a bl e m ar k eti n g str at e g y 
b e c a us e it c a n e. g. a nti ci p at e e n vir o n m e nt al r e g ul ati o ns , l o w er c osts ( b ot h l o n g a n d 
s h ort -t er m), d e v el o p n e w c o m p etiti v e i n n o v ati o ns, attr a ct g o o d w or kf or c e a n d t al e nt, 
as w ell as diff er e nti at e o n its o w n m ar k et ( M arti n & S c h o ut e n 2 0 1 2: 2 6 – 2 7).  
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As a n y str at e g y, a s ust ai n a bl e  m ar k eti n g  str at e g y s h o ul d b as e o n t h e c o m p a n y’s visi o n 
a n d missi o n t h at r efl e ct t h e c o m p a n y’s g o als f or s ust ai n a bilit y a n d m ar k eti n g ( M arti n 
&  S c h o ut e n  2 0 1 2:  3 3).  T h us,  t h er e  is n’t  o n e s ust ai n a bl e  str at e g y  t h at  fits  all 
or g a ni z ati o ns; t h er e  ar e  diff er e n c es  b et w e e n  i n d ustri es  a n d  c o m p a n y  si z es.  M a n y 
a c a d e mi cs h a v e n a m e d t h eir o w n str at e g y m o d els f or s ust ai n a bl e m ar k eti n g. Gi ns b er g 
& Bl o o m ( 2 0 0 4: 8 0 vi a Kir e zli & K a y at a z Yi git 2 0 1 7: 1 1 3 – 1 1 4.) diff er f o ur str at e gi es, 
s h o w n i n t h e fi g ur e b e l o w. L e a n gr e e n str at e gi es d o n’t p u blis h or e v e n c o m m u ni c at e 
t h eir s ust ai n a bilit y, b ut r at h er dri v e o n t h e r e g ul ati o ns a n d s e e k f or pr e v e nti v e f ut ur e 
s ol uti o ns. D ef e nsi v e gr e e n str at e gi es r es p o n d t o t h eir c o m p etiti o n or a p arti c ul ar crisis 
t hr o u g h s ust ai n abilit y. T h e y mi g ht als o  us e  gr e e n er m et h o ds as pr e v e nti v e c a uti o ns. 
T h e  n e xt  st e p  of  t h e  m atri x,  s h a d e d  gr e e n  str at e g y,  o n  t h e  ot h er  h a n d  d o es  m a k e 
c o m mit m e nts  t o  s ust ai n a bl e  b usi n ess  i n  t h e  l o n g -t er m.  H o w e v er,  e v e n  t h o u g h  t h e y 
h a v e t h e p ot e nti al t o b e dif f er e nti at e d t hr o u g h t h eir s ust ai n a bl e a cti o ns, t h e y c h o os e 
n ot t o hi g hli g ht t h e m; gr e e n b e n efits ar e s e c o n d ar y f or t h e off eri n gs. T h e l ast c at e g or y 
is  e xtr e m e  gr e e n  str at e g y,  w h er e  t h e  s ust ai n a bl e  v al u es  ar e  hi g hl y  i nt e gr at e d  t o  t h e 
b usi n ess m o d el a n d e v e n  i niti al f or t h e i n d ustri es. ( Gi ns b er g & Bl o o m 2 0 0 4: 8 0 vi a 
Kir e zli & K a y at a z Yi git 2 0 1 7: 1 1 3 – 1 1 4.)  T h e fi g ur e b el o w s h o ws t h e gr e e n m ar k eti n g 
str at e g y m atri x.  
 I m p o rt a n c e gi v e n t o g r e e n s e g m e nts  Diff e r e nti ati o n of g r e e n off e ri n gs  
E xt r e m e g r e e n  Hi g h  Hi g h  
D ef e nsi v e g r e e n  Hi g h  L o w  
S h a d e d g r e e n  L o w  Hi g h  
L e a n  g r e e n  L o w  L o w  
Fi g u r e 2 . M at ri x  of  g r e e n  m a r k eti n g  st r at e g y,  a d a pt e d  f r o m Gi ns b e r g  &  Bl o o m  ( 2 0 0 4:  8 0  vi a 
Ki r e zli & K a y at a z Yi git 2 0 1 7: 1 1 3 – 1 1 4 ). 
I n  or d er  t o  c o ntri b ut e  t o  t h e  n e e d e d  diff er e nt  p ers p e cti v es,  cr e ati n g  a  s ust ai n a bl e 
m ar k eti n g str at e g y  oft e n  r e q uir es  cr oss -f u n cti o n al  t e a ms. S ust ai n a bilit y  i n cl u d es 
s yst e m -l e v el t hi n ki n g. T his is als o i m p ort a nt t o e ns ur e t h at t h e s ust ai n a bilit y g ai ns o n 
o n e si d e d o n’t i m p a ct n e g ati v el y o n t h e ot h er. It mi g ht e v e n b e a d v a nt a g e o us t o cr e at e 
str at e gi c alli a n c es fr o m o utsi d e t h e c o m p a n y. ( M arti n & S c h o ut e n 2 0 1 2: 3 3 – 3 4.)  
Aft er t h e g o als a n d t h e t e a m is s et, m ar k eti n g str at e g y st e ps c a n b e f oll o w e d. W h e n it 
c o m es t o s el e cti n g t h e t ar g et m ar k et, a s ust ai n a bl e m ar k eti n g str at e g y s h o ul d n’t m er el y 
f o c us o n w h et h er t h e t ar g et e d c ust o m er h as s ust ai n a bilit y i nt er ests, b ut r at h er o n h o w 
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t h e  pr o d u ct  or  s er vi c e  off eri n g  c a n  b e  m a d e  as  s ust ai n a bl e  as  p ossi bl e,  w hil e  still 
m e eti n g  c ust o m er’s  n e e ds.  W h e n  it  c o m es  t o  m ar k eti n g  mi x,  a  g o o d  s ust ai n a bl e 
str at e g y s h o ul d c o nsi d er e a c h el e m e nt of t h e mi x o n its s ust ai n a bl e f e at ur es.  ( M arti n 
& S c h o ut e n 2 0 1 2: 3 4 – 3 5.)   
It s h o ul d als o b e n ot e d t h at t h e m ar k eti n g mi x h as fl e xi bilit y t o be i m pr o v e d t o e v e n 
b ett er i n t h e f ut ur e. T h us, o n e s h o ul d as k if t h e a cti o n i n q u esti o n e n g a g es t h e c o m p a n y 
t o a s ol uti o n t h at mi g ht n ot b e t h at f u n cti o n al if t e c h n ol o g y or m ar k ets f a c e a c h a n g e 
i n t h e f ut ur e ( M arti n & S c h o ut e n 2 0 1 2: 3 5.), w hi c h a g ai n s h o ws h o w f ut ur e -ori e nt e d 
t h e s ust ai n a bl e str at e g y s h o ul d b e. T h e fi n al st e p i n pl a n ni n g a m ar k eti n g str at e g y –  
d e ci di n g t h e pr o pri at e m e as ur es of s u c c ess –  s h o ul d t a k e s ust ai n a bilit y i nt o a c c o u nt 
t hr o u g h a s ust ai n a bilit y crit eri o n, s u c h as c ar b o n f o ot pri nt ( Marti n & S c h o ut e n 2 0 1 2: 
3 5).  
3. 3  S ust ai n a bl e c o ns u m e r is m 
C o ns u mi n g is hi g hl y li n k e d t o s ust ai n a bilit y; h o w m u c h a n d w h at w e b u y, as w ell as 
h o w  w e  dis p os e,  h as  dir e ct  eff e cts  o n  t h e  e n vir o n m e nt  ar o u n d  us.  S ust ai n a bl e 
c o ns u m eris m or c o ns u m er b e h a vi or c a n b e d efi n e d as s u c h b e h a vi or t h at ai ms t o fill 
t h e  pr es e nt  ne e ds  a n d  still  b e n efit  t h e  e n vir o n m e nt  or  mi ni mi z e  i m p a ct  t o  it.  E v e n 
t h o u g h m ost p e o pl e w a nt t o li v e i n a w a y t h at d o es n’t c o m pr o mis e t h e e n vir o n m e nt, 
m ost of t h e m still cr e at e n e g ati v e i m p a ct t o it. U n d erst a n di n g t h e s ust ai n a bl e c o ns u m er 
b e h a vi or s h o ul d st a n d at t h e c or e of t h e s ust ai n a bl e str at e gi es f or b ot h b usi n ess es a n d 
g o v er n m e nts.  ( Tr u d el  2 0 1 8.)  F or  a  s ust ai n a bl e  m ar k eti n g  str at e g y  t o  s u c c e e d,  t h e 
m ar k et ers n e e d t o u n d erst a n d t h e c o ns u m ers m oti v ati o ns a n d b arri ers t h e y f a c e w h e n 
it c o m es t o s ust ai n abl e c h oi c es ( B el z & P e atti e 2 0 1 2: 8 6).  
C o n c er ns a b o ut s ust ai n a bilit y v ar y b et w e e n diff er e nt c o u ntri es. T his is aff e ct e d b y t h e 
diff er e n c es i n pri oriti es, c ult ur al tr a diti o ns a n d g o v er n m e nt al s yst e ms. ( B el z & P e atti e 
2 0 1 2: 3 8 – 3 9.) A c o ns u m er w h o is a w ar e o f s ust ai n a bilit y iss u es is m ost li k el y y o u n g er, 
hi g hl y e d u c at e d, e m pl o y e d a n d c o m es fr o m a w e alt h y f a mil y. H o w e v er, n ati o n alit y is 
e v e n  a  m or e  i m p ort a nt  f a ct or.  T h er e  ar e  diff er e n c es  b et w e e n  t h e  s ust ai n a bilit y 
a w ar e n ess a n d t h us als o s ust ai n a bl e b e h a vi or, w hi c h d o n’t al w a ys c orr el at e. ( B o n er a 
et al. 2 0 1 7.) T h us, it is n at ur al t h at t h e c o n c e pti o ns a n d attit u d es t o w ar ds s ust ai n a bilit y 
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v ar y gl o b all y. W h e n it c o m es t o gl o b al m ar k eti n g str at e gi es, a diff er e nti at e d m ar k eti n g 
wit h s e g m e nt ati o n b as e d o n t h e t ar g et c o u ntr y is r e c o m m e n d e d ( B o n er a et al. 2 0 1 7).  
F or t h e c o ns u m ers t o b e a bl e t o aff e ct t h e pr o d u cti o n of s ust ai n a bl e off eri n gs, t h e y 
n e e d  t o  h a v e  e n o u g h  i nf or m ati o n  a b o ut  t h e  w h ol e  off eri n g’s  lif e c y cl e  t o  m a k e  t h e 
n e e d e d  d e cisi o ns  ( K alli o m ä ki  1 9 9 7  i n  T al v e n m a a  2 0 0 2:  6).  It  h as  als o  b e e n 
e m p h asi z e d t h at t h e m or e k n o wl e d g e a c o ns u m er h as, t h e b ett er s h e/ h e mi g ht m o v e 
t o w ar ds  t h e  m or e  s ust ai n a bl e  alt er n ati v es  ( B el z  &  P e atti e  2 0 1 2:  8 7).  T h us,  it  is 
i m p ort a nt  t h at  s ust ai n a bl e  m ar k eti n g  e d u c at es  c o ns u m ers  a b o ut  t h e iss u es  o n 
s ust ai n a bilit y.  
C o ns u m er  b e h a vi or  h as  r ati o n al,  ps y c h ol o gi c al  a n d  s o ci ol o gi c al  e x pl a n ati o ns.  T h e 
r ati o n al  ass u m pti o n  is  t h at  a  c o ns u m er  will  c h o os e  a  pr o d u ct  or  off eri n g  wit h  t h e 
hi g h est  p er c ei v e d  n et  b e n efit,  w hi c h  r es ults  fr o m  t h e  p er c ei v e d  b e n efits  mi n us 
p er c ei v e d c osts. T his m o d el ass u m es t h at t h e c o ns u m er h as hi g h s elf -i nt er est w h e n it 
c o m es t o m a ki n g t h e p ur c h as e d e cisi o n. T h us, f or a s ust ai n a bilit y m ar k eti n g str at e g y 
t o w or k, a m ar k et er h as t o i n cr e as e t h e s ust ai n a bl e s ol uti o ns f or t h e n et b e n efits or 
r e d u c e t h e c osts f or t h e m or e s ust ai n a bl e alt er n ati v es. T h e r ati o n al c o ns u m er b e h a vi or 
s c h o ol  of  t h o u g ht  r eli es  gr e atl y  o n  t h e  c o ns u m er’s  s ust ai n a bilit y  u n d erst a n di n g  a n d 
willi n g n ess  t o  p a y  e n vir o n m e nt al  or  s o ci al  pr e mi u m,  w hi c h  h as  l e d  t o  r el yi n g  o n 
d e m o gr a p hi c f a ct ors. H o w e v er, it s h o ul d b e t a k e n i nt o a c c o u nt t h at t h e y ar e o nl y a f e w 
of t h e p ossi bl e r e as o ni n gs. T h es e h a v e b e e n r ei nf or c e d wit h ps y c h ol o gi c al r e as o ni n gs, 
w hi c h  oft e n  ar e  irr ati o n al  a n d  e m oti o n al.  T his  s c h o ol  of  t h o u g ht  f o c us es  o n  h o w  a 
c o ns u m er  f e els  a n d  t hi n ks  a b o ut  s ust ai n a bilit y,  es p e ci all y  t h e  b eli efs  a n d  attit u d es 
h e/s h e h as t o w ar ds it. ( B el z & P e atti e 2 0 1 2: 8 6 – 9 0.)  
T h e  t hir d  s c h o ol  of  t h o u g ht  o n  c o ns u m er  b e h a vi or  f o c us es  o n  s o ci ol o gi c al 
e x pl a n ati o ns. T his f o c us es o n t h e off e ri n gs’ a n d p ur c h as es’ s y m b oli c m e a ni n gs; w h at 
t h e y r e pr es e nt t o a c o ns u m er or ot h ers. A n i m p ort a nt s o ci ol o gi c al f a ct or t o c o nsi d er is 
h o w t h e c o ns u m ers i nt er a ct wit h e a c h ot h er, n ot o nl y b y t h e ms el v es as i n di vi d u als. 
A n y c o ns u m er c a n h a v e a si g nifi c a nt i m p a ct o n a n ot h er,  a n d  t h e o n es w h o h a v e t h e 
bi g g est i nfl u e n c e ar e c all e d e. g.  t h o u g ht l e a d ers of a br a n d or pr o d u ct. T h es e i nfl u e nti al 
c o ns u m ers c a n b e of bi g i m p ort a n c e f or s ust ai n a bl e m ar k eti n g. ( B el z & P e atti e 2 0 1 2: 
9 0.)  T his  ki n d  of  w or d -of -m o ut h  m ar k eti n g  h as  t h e  p o w er  t o  str e n gt h e n  a n 
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or g a ni z ati o n’s br a n d a n d is e v e n m or e e m p h asi z e d b y t h e p ossi biliti es of i nt er n et a n d 
s o ci al  m e di a  ( W eiss  2 0 1 4).  H o w e v er,  w h e n  it  c o m es  t o  s o ci ol o gi c al  c o ns u m er 
b e h a vi or, it s h o ul d b e n ot e d t h at it als o i n cl u d es pr a cti c es t h at t h e c o ns u m er d o es n’t 
c o ns ci o usl y  t hi n k  of  or  c o m p ar e  t o  t h eir  v al u es  ( S o ut h ert o n ,  C h a p p els  &  v a n  Vli et 
2 0 0 4: 4 0).  
T h e s ust ai n a bl e d e cisi o n -m a ki n g mi g ht diff er w h e n it c o m es t o pr o d u cts wit h hi g h or 
l o w i n v ol v e m e nt, b e c a us e t h e y cr a v e a diff er e nt ki n d of c o nsi d er ati o n pr o c ess ( Tr u d el 
2 0 1 8). Als o, t h e d e gr e e of c o m pr o mis e; h a vi n g t o s a crifi c e s o m et hi n g, a n d t h e d e gr e e 
of c o nfi d e n c e; b ei n g s ur e a b o ut t h e iss u e, aff e cts t h e c o ns u m ers’ c h oi c es . A k e y f a ct or 
wit hi n s ust ai n a bl e c o ns u m er b e h a vi or is i n c o nsist e n c y. O n e r e as o n t o t h at is a cl e ar 
attit u d e -b e h a vi or  g a p,  a n d  a n ot h er  t h at  t h e  c o ns u m ers  t e n d  t o  pi c k  s u c h  iss u es  t h at 
m e et t h eir c o ns u mi n g b e h a vi or b est. ( P e atti e 1 9 9 9, B el z & P e atti e 2 0 1 2: 9 2 – 9 3.)  T h e 
wi n ni n g  p ur c h as es ar e t h e o n es t h at d o n’t cr a v e c o m p r o mis es b ut still h a v e t h e hi g h est 
b e n efit.  T h e  l e ast  s u c c essf ul  off eri n gs  o n  t h e  ot h er  h a n d  ar e  t h os e  t h at  cr a v e 
r e m ar k a bl e  c o m pr o mis es  f or  t h e  e n vir o n m e nt  a n d  d es pit e  t h at  d o n’t  c o n vi n c e  t h e 
c o ns u m er. ( P e atti e 1 9 9 9: 1 4 1.)  
W h e n it c o m es t o t h e f o c us of t h is r es e ar c h, J a c o bs et al. ( 2 0 1 8) c o m e t o a c o n cl usi o n 
t h at  wit h  s ust ai n a bl e cl ot hi n g  c o ns u m er  b e h a vi or,  t h er e  is  a  p ositi v e  li n k  b et w e e n 
p ositi v e attit u d es t o w ar ds t h e s ust ai n a bl e off eri n gs, b ut still a g a p t o t h e a ct u al b u yi n g 
b e h a vi or. S e nsiti vit y t o pr i c es a n d f as hi o n c o ns ci o us n ess d o n’t h a v e a si g nifi c a nt eff e ct 
o n  t h e  c ust o m er  b e h a vi or.  T h e  p ositi v e  attit u d es  t o w ar ds  t h e  s ust ai n a bl e  cl ot hi n g 
st a n d ar ds ar e t h e m ost i m p ort a nt. (J a c o bs et al. 2 0 1 8.) Vri n g er , v a n d er H eij d e n, v a n 
S o est & V oll e b er g h ( 2 0 1 7) c o nfir m t h e attit u d e-b e h a vi or g a p  a n d t h at c o ns u m ers ar e 
willi n g t o b u y s ust ai n a bl e off eri n gs, b ut o nl y u ntil a c ert ai n li mit; c o m mit m e nt t o o n e -
s elf is hi g h er. T h e y fi n d t h at c o ns u m er’s willi n g n ess t o c o m mit t o s ust ai n a bilit y c a n 
b e d e p e n d e nt o n p e er pr ess ur e, e. g. i n a c oll e cti v e. ( Vri n g er et al. 2 0 1 7.)  
3. 4  M a r k eti n g  st r at e g y  
T his  c h a pt er  d efi n es  first  t h e  c o n c e pt  of  m ar k eti n g,  t h e n  e x p a n ds  it  t o  m ar k eti n g 
str at e g y, fi n all y pr es e nti n g t h e fr a m e w or k f or s ust ai n a bl e f as hi o n m ar k eti n g str at e g y.  
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3. 4. 1  M ar k eti n g  
M ar k eti n g  is  d efi n e d  i n  v ari o us  w a ys  t h r o u g h o ut  t h e or eti c al  r es e ar c h  i n  t h e  p ast. 
Ott es e n ( 2 0 0 1: 3 1) di vi d es it i n t w o diff er e nt ki n ds of a cti o ns: d eli v eri n g t h e m ar k eti n g 
off eri n g  t o ols  a n d  c o m m u ni c ati n g  t h at  off eri n g  t o  t h e  p u bli cs.  T h e  wi d el y  us e d 
M ar k eti n g Mi x b y M c C art h y ( 1 9 6 0 vi a K h a n 2 0 1 4) o n t h e ot h er h a n d di vi d es it i nt o 
f o ur disti n ct  l ett er  P’s:  pr o d u ct,  pri c e,  pl a c e  a n d  pr o m oti o n . M c D o n al d  ( 2 0 0 8:  8) 
d efi n es  m ar k eti n g  as  t h e  m at c hi n g  pr o c ess  b et w e e n  a  b usi n ess  c a p a bilit y  a n d 
c ust o m er’s n e e d a n d w a nt, t o a c hi e v e o bj e cti v e t h at b e n efit t h e b ot h p arti es. Br e n n a n, 
B ai n es  &  G ar n e a u  ( 2 0 0 3:  1 3) st at e  t h at  m ar k eti n g c o v ers  t as ks  t h at  e ns ur e t h e 
pr o d u ct’s d eli v er y t o e xisti n g c ust o m ers.  
W h at t h es e vi e ws h a v e i n c o m m o n is t h e pr o d u ct, a n d h o w t h e pr o d u ct is pr o m ot e d.  
T h e  off eri n g its elf a n d t h e w a y it is pr o m ot e d c a n’t b e e ntir el y s e p ar at e d, b e c a us e as 
Ott es e n ( 2 0 0 1: 4 1) cr yst alli z es, t h e eff e ct of m ar k eti n g eff orts c o nsists of t h e e q u ati o n 
of  t h e  off eri n g  a n d  its  c o m m u ni c ati o n.  Als o,  e. g.  t h e  f ut ur e  w or d -of -m o ut h 
c o m m u ni c ati o n  a n d  p ossi bl e  r e p e at  p ur c h as es  d e p e n d  gr e atl y  o n  t h e  off eri n g  its elf. 
( Ott es e n 2 0 0 1: 4 1.) T o s u m m ari z e , as t h e e arli er m e nti o n e d e x p a n d e d 7 P’s M ar k eti n g 
Mi x pr o v es, m ar k eti n g s h o ul d i n cl u d e e v er yt hi n g fr o m pr o d u ct t o p e o pl e.  
T his r es e ar c h ti es t h e c o n c e pts of m ar k eti n g a n d m ar k eti n g c o m m u ni c ati o n t o g et h er 
a n d e x a mi n es t h e m t hr o u g h a h olisti c vi e w, w h er e all t h e f u n cti o ns  t h at ar e i n cl u d e d 
i n d eli v eri n g a n d  pr o m oti n g a pr o d u ct or s er vi c e a n d filli n g t h e c ust o m er’s n e e d, ar e 
t a k e n i nt o a c c o u nt. 
3. 4. 2  Str at e g y  
A wi d el y a c c e pt e d d efi niti o n di vi d es a b usi n ess str at e g y i nt o a b usi n ess u nit str at e g y 
a n d a c or p or at e str at e g y. T h eir diff er e n c e is t h at a b usi n ess u nit str at e g y i n v ol v es h o w 
t h e  c o m p a n y  c o m p et es  wit h  ot h er  b usi n ess es  i n  t h e  fi el d,  w hil e  c or p or at e  str at e g y 
i n cl u d es  d e cisi o ns  wit hi n  t h e  or g a ni z ati o n,  o nl y  b et w e e n  its  o w n  str at e gi c  b usi n ess 
u nits. ( Br e n n a n  et al. 2 0 0 3 : 1 2.) A c or p or at e str at e g y i n cl u d es p oli ci es t h at ai m f or t h e 
or g a ni z ati o n  t o  p urs u e  its  s et  o bj e cti v es,  e. g.  c o m p eti n g  i n  t h e  m ar k et  or  m a n a gi n g 
wit hi n t h e c as h fl o w ( M c D o n al d 2 0 0 8: 2 6). M ar k eti n g str at e g y is p art of t h e firstl y 
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n a m e d,  b usi n ess  u nit  str a t e g y  ( Br e n n a n et  al. 2 0 0 3:  1 2).  As  it  a cts  as  a  p art  of  a 
c o m p a n y’s e ntir e b usi n ess str at e g y, m ar k eti n g c o m m u ni c ati o n a n d its str at e g y m ust 
i nt er a ct cl os el y wit h ot h er str at e gi c el e m e nts ( Ott es e n 2 0 0 1: 5 3), it c a n’t b e pl a n n e d i n 
is ol ati o n fr o m ot h er c o m p an y f u n cti o ns b ut s h o ul d r at h er b as e o n t h e w h ol e c or p or at e 
pl a n ni n g s yst e m ( M c D o n al d 2 0 0 8: 2 5). A c or p or at e pl a n is i m p ort a nt b e c a us e it pl a ys 
a  si g nifi c a nt  r ol e  i n  t h e  m ar k eti n g  pl a n,  e. g.  w h e n  t h e  c o m p a n y’s  o bj e cti v es  a n d 
missi o n ar e o utli n e d ( M c D o n al d 2 0 0 8:  3 0).  
A  c or p or at e  o bj e cti v e  a cts  as  a  b e gi n ni n g  p oi nt  f or  a hi er ar c h y  of  o bj e cti v es  a n d 
str at e gi es . T h e i niti al str at e g y s ets o bj e cti v es f or t h e d e p art m e nts o n t h e n e xt l o w er 
l e v el:  as  a n  e x a m pl e,  t h e  m ar k eti n g  d e p art m e nt’s  str at e gi es  wit hi n  t h e  o v er all 
c or p or at e pl a n b e c o m e o p er ati n g o bj e cti v es f or a d e p art m e nt b el o w, e. g. a d v ertisi n g. 
Wit hi n  t h e  hi er ar c h y  of  o bj e cti v es  a n d  str at e gi es  it  is  i m p ort a nt  t h at  t h e  o bj e cti v es 
d eri v e l o gi c all y a n d str ai g ht fr o m t h e u p p er l e v els. ( M c D o n al d 2 0 0 8: 2 6.) H o w e v er, it 
s h o ul d  b e  n ot e d  t h at  str at e gi c  m ar k eti n g  diff ers  fr o m  str at e gi c  m a n a g e m e nt.  T h e 
diff er e n c e c a n b e i d e ntifi e d e. g. t hr o u g h t h e f a cts t h at a c or p or at e str at e g y i n v ol v es t h e 
w h ol e or g a ni z ati o n, its e ntir e r a n g e a n d d e pt h of a cti viti es a n d b al a n ci n g b et w e e n  t h e 
fi n a n c es. T his d o es n’t us u all y c o n c er n str at e gi c m ar k eti n g t h at t e n ds t o r at h er f o c us o n 
pr o d u cts, m ar k ets a n d c ust o m er r el ati o ns hi ps. ( L y n c h 2 0 0 0 vi a Br e n n a n  et al. 2 0 0 3: 1 6 
a n d Br e n n a n  et al. 2 0 0 3: 1 6.)  
Str at e gi c m ar k eti n g h as w o k e n a c a d e mi c c o nf usi o n ar o u n d t h e d efi niti o n of a str at e gi c 
pl a n  a n d  a  t a cti c al  pl a n.  T a cti c al,  or  a n  o p er ati o n al  pl a n  c o v ers  o nl y  s h ort er  ti m e 
p eri o ds, as a str at e gi c pl a n s h o ul d e xt e n d ar o u n d  t hr e e t o fi v e y e ars, at l e ast t h e n e xt 
fis c al y e ar. ( M c D o n al d 2 0 0 8: 1 3– 1 4.) Str at e g i c d e cisi o ns t e n d t o b e m a d e b y t h e t o p 
e x e c uti v es  or  m a n a g e m e nt  a n d  cr a v e  a  l o n g  pr o c ess,  w hil e  t a cti c al  d e cisi o ns  oft e n 
b el o n g t o ot h er or g a ni z ati o n m e m b ers a n d ar e m a d e wit h f ast er p a c e ( Br e n n a n  et al.  
2 0 0 3: 1 2). Str at e gi c m ar k eti n g pl a n s h o ul d al w a ys b e  c o m pl et e d b ef or e a t a cti c al pl a n  
( M c D o n al d 2 0 0 8: 1 4 – 1 5).   
3. 4. 3  D e v el o pi n g a m ar k eti n g str at e g y  
A m ar k eti n g str at e g y s h o ul d d efi n e w h o, w h e n a n d w h er e t h e fir m s er v es, w h at n e e ds 
s h o ul d it m e et, h o w will it s er v e t h os e n e e ds of t h e c ust o m ers a n d w h y d o es it d o it 
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( M o or a di a n et  al. 2 0 1 2:  4 2).  Ott es e n  ( 2 0 0 1:  5 3)  d efi n es  str at e g y  as  a  p att er n  t h at 
g at h e rs c o m p a n y’s m ar k eti n g c o mm u ni c ati o n a cti viti es, t h e m ar k et w h er e it o p er at es 
t hr o u g h  t h e m,  t h e  w h ol e  or g a ni z ati o n al  str u ct ur e  as  w ell  as  r el ati o ns  t o  s u p pli ers, 
fi n a n ci al pl a y ers, a ut h oriti es a n d i nstit uti o ns. A m ar k eti n g str at e g y s h o ul d b e s et as 
o n e of b usi n ess str at e g y’s s u b -str at e gi es, w hi c h ar e: p ur p os e, g o als, o p er ati n g pr ofit, 
pr o d u ct/ m ar k et  str at e g y,  m ar k eti n g  str at e g y  a n d  or g a ni z ati o n al  b asis  str at e g y.  A 
m ar k eti n g str at e g y s h o ul d c o nsist of g ui d eli n es of h o w t h e c o m m u ni c ati o n t o ols ar e 
us e d a n d t h e m ar k eti n g c o m m u ni c ati o n b u d g et, as w ell as d es cri pti o n of t h e n e e d e d 
c h a n g es i n c ert ai n b usi n ess ar e as, t h e c o m p a n y’s off eri n g or i nt er n ati o n al c h a n g es, t h at 
s h o ul d b e d o n e b ef or e t h e g o als c a n b e r e a c h e d. ( Ott es e n 2 0 0 1: 5 4 – 5 5.)  
Str at e gi c m ar k eti n g s h o ul d ai m t o fi n d w a ys h o w a n or g a ni z ati o n will cr e at e v al u e a n d 
k e e p its c o m p etiti v e a d v a nt a g e . B e c a us e als o e xt er n al f a ct ors, s u c h as r e g ul ati o ns or 
g e n er al e c o n o m y, aff e ct t h e s u c c ess of a c o m p a n y’s m ar k eti n g, a m ar k eti n g str at e g y 
s h o ul d al w a ys i d e ntif y c h a n g es i n its m ar k et a n d b usi n ess e n vir o n m e nt, w hil e m a ki n g 
s ur e t h at t h e c o m p a n y is pr e p ar e d f or t h e m ( Br e n n a n  et al. 2 0 0 3: 4, 1 4). T h us, b e c a us e 
of t h e d y n a mi c b usi n ess e n vir o n m e nts, m ar k eti n g pl a n ni n g a n d t h e o bj e cti v es s h o ul d 
b e fl e xi bl e ( Wils o n, Gilli g a n & P e ars o n 1 9 9 4: 1 4 0). H olisti c a n d s yst e m ati c m ar k eti n g 
pl a n ni n g i n v ol v es all t h e m ar k eti n g el e m e nts, i n d ustri ali z e d pr o c e d ur es a n d n e c ess ar y 
c o m pr o mis es a b o ut o bj e cti v es t h at i n e vit a bl y c o nfli ct at s o m e p oi nt ( M c D o n al d 2 0 0 8: 
9).  
As T h e o d or e L e witt’s c o n c e pt of m ar k eti n g m y o pi a pr es e nts , “ P e o pl e d o n’t w a nt a 
q u art er -i n c h drill. T h e y w a nt a q u art er-i n c h h ol e! ” T his m e a ns t h at m ar k eti n g s h o ul d 
b e c o ns u m er ori e nt e d, n ot pr o d u ct ori e nt e d. Or g a ni z ati o ns oft e n f o c us t h eir r es o ur c es 
i n w h at t h e y’r e c urr e ntl y d oi n g a n d d o n’t i n v est i n t h e f ut ur e i nst e a d. T h e f o c us s h o ul d 
b e  o n  t h e  c ust o m er’s  n e e ds,  n ot  t h e  c o m p a n y’s  o w n  pr o d u cts.  ( H ar v ar d  B usi n ess 
R e vi e w  2 0 1 6.) Eff e cti v e  str at e gi c  m ar k eti n g  s h o ul d  p a y  p arti c ul ar  att e nti o n  t o 
u n d erst a n di n g  t h e  c ust o m er’s  n e e ds  a n d  t h us  als o  u n d erst a n d  c o ns u m er  b e h a vi or. 
C o ns u m er b e h a vi or pr o c ess st arts fr o m i d e ntifi c ati o n of a n e e d. ( Br e n n a n  et al. 2 0 0 3: 
1 9 – 2 2.) S h et h et al. ( 1 9 9 9 vi a Br e n n a n  et al.  2 0 0 3: 2 1) r e c o g ni z e fi v e s ets of n e e ds: 
f u n cti o n al, s o ci al, e m oti o n al, e pist e mi c a nd sit u ati o n al.  T his r es e ar c h c o nt e xt of t h e 
f as hi o n  i n d ustr y  a n d  cl ot hi n g  c a n  b e  i d e ntifi e d  t o  b el o n g  t o  t h e  m or e  s o p histi c at e d 
s o ci al n e e ds, w hi c h a c c or di n g t o S h et h et al. ( 1 9 9 9 vi a Br e n n a n  et al.  2 0 0 3: 2 1) ar e 
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ass o ci at e d wit h s o ci et al s e g m e nts a n d i m pr i nt s o m et hi n g a b o ut t h e c o ns u m er or e v e n 
b el o n gi n g t o a c ert ai n s o ci al gr o u p. T h e y c a n als o b e i d e ntifi e d i n sit u ati o n al n e e ds 
t h at c a n b e u n pl a n n e d p ur c h as es w h e n a n u n e x p e ct e d e v e nt o c c urs. 
M ar k eti n g str at e g y d e v el o p m e nt c a n b e d o n e i n f o ur st e ps, w hi c h ar e  cr yst alli z e d as 
f oll o ws: 
1.  Ass essi n g  t h e  c urr e nt  sit u ati o n  t hr o u g h  c ust o m ers,  c o m p etit ors  a n d  t h e 
c o m p a n y its elf  
2.  F or mi n g t h e str at e g y t hr o u g h s el e cti n g t ar g et m ar k et a n d p ositi o ni n g  
3.  I m pl e m e nti n g t h e m ar k eti n g mi x 
4.  O bs er vi n g, m e as uri n g a n d a d a pti n g a c c or di n gl y. ( M o or a di a n et al. 2 0 1 2: 4 7.)  
T h e  t a bl e  b el o w  s u m m ari z es  t h e  pr e vi o us  c h a pt ers  a b o ut  s ust ai n a bl e  m ar k eti n g 
str at e g y.  
T a bl e 2 . T h e o r eti c al f r a m e w o r k of s ust ai n a bl e m a r k eti n g st r at e g y.  
S ust ai n a bl e m a r k eti n g 
st r at e g y  
C o nt e nt  
 
S ust ai n a bl e m a r k eti n g  
 
 
 
 
 
S ust ai n a bl e m a r k eti n g 
m a n a g e m e nt  
 
 
 
S ust ai n a bl e c o ns u m e r b e h a vi o r  
 
 
 
 
 
M a r k eti n g st r at e g y  
 
 
 
 
 
o  N e w tr a diti o n al w a y of m ar k eti n g  
o  Pr o c ess t o cr e at e v al u e t o c ust o m ers  
o  K e e pi n g a n d e n h a n ci n g h u m a n a n d n at ur al 
r es o ur c es, w hil e m e eti n g t h e c or p or at e g o als  
o  Or g a ni z ati o n al, c o ns u m er a n d s o ci et al g o als  
 
o  C S R  
o  A nti ci p ati v e, f ut ur e -ori e nt e d a n d e xt er n all y 
f o c us e d 
o  Cr oss -f u n cti o n al t e a ms 
 
o  V ari es b y n ati o n aliti es  
o  I nf or m ati o n a n d k n o wl e d g e aff e ct 
o  Pr o d u ct wit h hi g h est n et b e n efit is c h os e n  
o  Ps y c h ol o gi c al, s o ci ol o gi c al a n d r ati o n al 
e x pl a n ati o ns  
 
o  W h o, w h e n a n d w h er e t h e fir m s er v es  
o  W h at n e e ds s h o ul d it m e et, h o w a n d w h y  
o  H o w t o cr e at e v al u e a n d k e e p c o m p etiti v e 
a d v a nt a g e  
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o  C urr e nt sit u ati o n ass ess m e nt, f or mi n g t h e 
str at e g y, i m pl e m e nti n g t h e  m ar k eti n g mi x, 
o bs er vi n g. m e as uri n g a n d a d a pti n g.  
 
 
 
3. 5  S ust ai n a bl e  f as hi o n m a r k eti n g st r at e g y  
B as e d  o n  t h e  pr e vi o usl y  n a m e d d efi niti o n ,  it  c a n  b e  st at e d  t h at  m ar k eti n g  str at e g y 
d e v el o p m e nt  i n cl u d e s  a n al y zi n g  t h e  c urr e nt  sit u ati o n,  f or m ul ati n g  t h e  str at e g y, 
i m pl e m e nti n g it, a n d fi n all y m o nit ori n g a n d a d a pti n g aft er w ar ds (s e e M o or a di a n et al. 
2 0 1 4: 3 4; M arti n & S c h o ut e n 2 0 1 4: 4 7) . T h e first p art, c urr e nt sit u ati o n a n al ysis, c a n 
i n cl u d e m ar k eti n g a u diti n g, r ati o a n al ysis, S W O T a n al ysis, c o m p etit or a n al ysis a n d 
c ust o m er a n al ysis. T h e s e c o n d p art st at es w h er e t h e c o m p a n y w a nts t o b e a n d h o w it 
ai ms  t o  g et  t h er e:  d efi ni n g  missi o n  a n d  o bj e cti v es,  s e g m e nti n g,  p ositi o ni n g  a n d 
t ar g eti n g st a n d as a st arti n g p oi nt. N e xt, t h e w a y t o g et t o t h os e s et o bj e cti v es is d efi n e d 
b y  pr o d u ct  str at e gi es,  pri ci n g,  pr o m oti o n  a n d  distri b uti o n;  i n  ot h er  w or ds,  t h e 
m ar k eti n g mi x. T h e f o urt h st a g e m e as ur es a n d e v al u at es t h e a cti o ns, wit h t h e f o c us o n 
all o wi n g  b ett er  s u c c ess  i n  t h e  f ut ur e.  ( Wils o n,  Gilli g a n  &  P e ars o n  1 9 9 4:  2 2 – 2 4, 
M o or a di a n et al. 2 0 1 4: 3 4, 3 4 & M arti n & S c h o ut e n 2 0 1 4: 4 7.)  
T his r es e ar c h f o c us es o n t h e str at e g y its elf, n ot its d e v el o p m e nt  c y cl e , a n d t h us d efi n es 
t h e str at e g y m o d el t o i n cl u d e t h e f oll o wi n g p arts : 
1)  Mis si o n a n d o bj e cti v es  
2)  M a r k et a n d e n vi r o n m e nt a n al ysis  
3)  S T P p r o c ess: S e g m e nt ati o n , t a r g eti n g a n d p ositi o ni n g 
4)  D efi ni n g t h e m a r k eti n g mi x  
5)  M e as u ri n g a n d e v al u ati n g.  
H o w e v er, b e c a us e t h e m o d el is a b o ut s ust ai n a bl e m ar k eti n g str at e g y , a si xt h di m e nsi o n 
s h o ul d b e a d d e d:  
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6)  P u bli c  p a rti ci p ati o n,  w hi c h  a c c or di n g  t o  B el z  &  P e atti e  ( 2 0 1 2:  2 9 – 3 1) 
d es cri b es  t h e  c o m p a n y’s  a cti v e  p arti ci p ati o n  i n  p u bli c  as  w ell  as  p oliti c al 
pr o c ess es, i n or d er t o c h a n g e t h e i n d ustr y t o m or e s ust ai n a bl e.  
T his  c h a pt er  a n al y z es  t h es e  s t a g es  i n  d e pt h  a n d c o m bi n es  t h e m t o s ust ai n a b l e 
m ar k eti n g a n d  f as hi o n  m ar k eti n g as p e cts ,  cr e ati n g  a  b as e  f or  s ust ai n a bl e f as hi o n 
m ar k eti n g str at e g y.  
3. 5. 1  Missi o n a n d o bj e cti v es  
I n or d er f or a str at e g y t o b e eff e cti v e, it m ust h a v e o bj e cti v es t h at s et t h e dir e cti o n a n d 
m oti v ati o n  f or  t h e  m ar k eti n g.  T h e  str at e g y  o bj e cti v es  als o  b e n c h -m ar k  t h e 
p erf or m a n c e a n d eff e ct of t h e str at e g y a n d pr o vi d e a b as e f or m e as uri n g its s u c c ess. 
F or a n eff e cti v e m e as uri n g t o b e c o m pl et e d, t h e str at e g y s h o ul d b e r e vi e w e d r e g ul arl y, 
( Wils o n et al. 1 9 9 4: 1 3 7 – 1 3 8, 1 4 0.) b e c a us e a n  o bj e cti v e will als o s h o w w h e n a c ert ai n 
str at e g y h as s er v e d its p ur p os e ( M c D o n al d 2 0 0 8: 8 1).  
D efi ni n g a missi o n st at es w h at  t h e c o m p a n y c urr e ntl y is, or w h at it ai ms t o b e c o m e. A 
g o o d missi o n s h o ul d pr o vi d e t h e w h ol e p ers o n n el o n e v er y c o m p a n y l e v el a s h ar e d 
f e eli n g  of  o p p ort u nit y,  dir e cti o n,  m e a ni n gf ul n ess  a n d  a c c o m plis h m e nt. It  s h o ul d  b e 
n ot e d t h at a missi o n st at e m e nt is n’t s o m et hi n g t h at is st at e d f or et er nit y, b ut it m ust 
a d a pt o v er ti m e t o r es p o n d t o b ot h i n t er n al a n d e xt er n al f a ct ors. (Wils o n, Gilli g a n & 
P e ars o n 1 9 9 4: 1 4 1 – 1 4 3 .) T h e missi o n of  a  s ust ai n a bl e c o m p a n y s h o ul d r efl e ct its g o als 
f or s ust ai n a bilit y a n d m ar k eti n g ( M arti n & Sc h o ut e n 2 0 1 2: 3 3).  
A c o m p a n y c a n h a v e v ari o us o bj e cti v es , w hi c h oft e n  h a v e diff er e nt n at ur es a n d ti m e 
h ori z o ns. T h es e o bj e cti v es ar e aff e ct e d b y a n u m er o us a m o u nt of b ot h i nt er n al a n d 
e xt er n al f a ct ors, s u c h as s o ci et al v al u es, m ar k et sit u ati o ns, st a k e h ol d er e x p e ct ati o ns 
a n d or g a ni z ati o n al str u ct ur e. A m ar k eti n g o bj e cti v e s h o ul d d efi n e w h at t h e c o m p a n y 
w a nts t o a c hi e v e as e. g. s al es n u m b ers a n d m ar k et s h ar e. ( Willis o n, Gilli g a n & P e ars o n 
1 9 9 4: 1 4 5 – 1 5 5 , 1 6 1.) T his r es e ar c h f o c us es o n t h e m ar k eti n g o bj e cti v es, b e c a us e t h e y 
d efi n e a dir e cti o n f or t h e m ar k eti n g str at e g y. T h e m ar k eti n g o bj e cti v es oft e n f o c us o n 
t w o l ar g e el e m e nts: pr o d u cts a n d m ar k ets ( Wils o n, Gilli g a n & P e ars o n 1 9 9 4: 1 5 3). 
T his is pr es e nt e d  i n A ns off’s ( 1 9 5 7 i n Wils o n, Gilli g a n & P e ars o n 1 9 9 4: 1 5 5– 1 5 6) 
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pr o d u ct/ m ar k et  m atri x.  T h e  m atri x  s ets  f o ur  o bj e cti v es  b as e d  o n  t h e  pr o d u cts  a n d 
m ar k ets as f u n d a m e nt al el e m e nts. T h es e o bj e cti v es/str at e gi es ar e:  
1)  M ar k et p e n et r ati o n: s elli n g e xisti n g pr o d u cts t o e xisti n g c ust o m ers 
2)  M ar k et e xt e nsi o n: e xt e n di n g e xisti n g pr o d u cts t o n e w m ar k ets  
3)  Pr o d u ct d e v el o p m e nt: d e v el o pi n g n e w pr o d u cts f or e xisti n g m ar k ets  
4)  Di v ersifi c ati o n: d e v el o pi n g n e w pr o d u cts f or n e w m ar k ets. ( A ns off 1 9 5 7 vi a  
Wils o n, Gilli g a n & P e ars o n 1 9 9 4: 1 5 5 – 1 5 6.)  
H o w e v er, w h e n it c o m es t o s ust ai n a bl e m ar k eti n g str at e g y, t h es e  e c o n o mi c  o bj e cti v es 
ar e n’t e n o u g h. T h e s ust ai n a bilit y iss u es n e e d t o b e i n cl u d e d i n t h e pr o c ess of s etti n g 
t h e o bj e cti v es.  S ust ai n a bl e  m ar k eti n g  o bj e cti v es  s h o ul d  i n cl u d e  f ut ur e  ori e nt ati o n; 
w h er e  t h e  c o m p a n y  ai ms  t o  b e  at  a  c ert ai n  p oi nt  of  ti m e.  T h e  pr e vi o usl y  n a m e d 
e c o n o mi c g o als s h o ul d b e c o m pl et e d wit h e c ol o gi c al a n d s o ci al o bj e cti v es. (B el z & 
P e atti e 2 0 1 2: 1 2 9 – 1 3 1 .) 
3. 5. 2  M ar k et & e n vir o n m e nt  a n al ysis  
S ust ai n a bl e m ar k eti n g  str at e g y  s h o ul d  t a k e  i nt o  a c c o u nt  b ot h  mi cr o  a n d  m a cr o 
e n vir o n m e nt.  Mi cr o  e n vir o n m e nt  i n cl u d es  m ar k et  a ct ors,  s u c h  as  c u st o m ers  a n d 
c o m p etit ors, p u bli c a ct ors, s u c h as m e di a a n d c o m m u niti es, a n d p oliti c al a ct ors. M a cr o 
e n vir o n m e nt c o nsists of n at ur al e n vir o n m e nt, i n cl u di n g e. g. r es o ur c es a n d p oll uti o n 
eff e cts, d e m o gr a p hi c e n vir o n m e nt, s o ci o -c ult ur al e n vir o n m e nt, m e a ni n g c ul t ur es a n d 
v al u es, as w ell as t e c h n ol o gi c al, p oliti c al a n d e c o n o mi c e n vir o n m e nts. ( B el z & P e atti e 
2 0 1 2: 1 4 1 – 1 4 7.)  
Es p e ci all y i n t h e hi g hl y c o m p etiti v e a n d f ast p a ci n g f as hi o n i n d ustr y, it is cr u ci al t o 
r es e ar c h  m ar k ets  a n d  m ar k eti n g  c o nst a ntl y  ( P os n er  2 0 1 5: 6 5). W h e n  it  c o m es  t o 
f as hi o n  m ar k eti n g,  t h e  c o m p a n y  s h o ul d  a n al y z e  a n d  g at h er  i nf or m ati o n  fr o m  t h e 
v ari o us r a n g e of b usi n ess, f as hi o n a n d m ar k et s o ur c es. It is i m p ort a nt t o e. g. k e e p u p 
t o d at e, a nti ci p at e f ut ur e tr e n ds a n d ass ess t h e m ar k et st at e. E. g. t ariffs c a n e asil y aff e ct 
t h e  f as hi o n  b usi n ess.  I n  f as hi o n  m ar k eti n g, t h er e  c a n  b e  r es e ar c h  o n  f as hi o n, 
pr o m oti o n, distri b uti o n a n d m ar k et r o ut e, b usi n ess a n d m ar k et. ( P os n er 2 0 1 1: 6 2 – 6 6.)  
4 1  
F as hi o n m ar k eti n g r es e ar c h pl a ys a cr u ci al r ol e i n d e v el o pi n g n e w pr o d u cts, as it d e als 
wit h  g e n er ati n g  i d e as,  e v al u ati n g  n e w  c o n c e pts  a n d  pr o d u cts,  as  w ell  as  pri ci n g 
pr o d u cts. I n f as hi o n m ar k eti n g, esti m ati n g  a n d f or e c asti n g  f ut ur e d e m a n d is es p e ci all y 
diffi c ult. T h e f ut ur e r es e ar c h c a n b e m a d e usi n g p ast a n d pr es e nt t r e n d d at a, c o nt a cti n g 
e. g.  e dit ors a n d b u y ers, d oi n g e -r es e ar c h, t hr o u g h st yl e t esti n g, et c. ( E as e y 2 0 0 9: 1 1 9, 
1 2 1 – 1 2 3.)  
T h e  m a cr o  e n vir o n m e nt ’s  l e v els c a n  b e  a n al y z e d t hr o u g h  P E S T  fr a m e w or k,  w hi c h 
t a k es  i nt o  a c c o u nt  p oliti c al,  e c o n o mi c,  s o ci o-c ult ur al  a n d  t e c h n ol o gi c al  f a ct ors. 
( Wils o n, Gilli g a n & P e ars o n 1 9 9 4: 1 6 5). T h es e diff er e nt di m e nsi o ns pl a y i m p ort a nt 
r ol es  i n  f as hi o n  m ar k eti n g;  t e ch n ol o g y  d e v el o p m e nt  aff e cts  pr o d u cts  a n d 
c o m m u ni c ati o n, s o ci al a n d c ult ur al f a ct ors h a v e a n i m p a ct o n f as hi o n d esi g n, b u yi n g 
a n d c o ns u m pti o n, e c o n o mi c f a ct ors h a v e a n eff e ct o n s p e n di n g a n d s elli n g, as w ell as 
p oliti c al r e g ul ati o ns i m p a ct e. g. tr a d e ( P os n er 2 0 1 1: 6 5 – 6 6).  
3. 6  S T P p r o c ess: s e g m e nt ati o n, t a r g eti n g a n d p ositi o ni n g  
T h e S T P pr o c ess, m e a ni n g t h e m ar k et s e g m e nt ati o n, t ar g eti n g a n d p ositi o ni n g, is t h e 
pr o c ess f or str at e g y f or m ati o n ( M o or a di a n  et al.  2 0 1 4 : 3 0 5). 
M ar k et s e g m e nt ati o n  m e a ns di vi di n g t h e p ot e nti al b u y ers i nt o s m all er gr o u ps t h at h a v e 
s o m e si mil ar b u yi n g p att er ns i n c o m m o n. T h es e p arts b e c o m e m or e m a n a g e a bl e a n d 
t h us c a n b e t ar g et e d m or e pr e cis el y. T h e c at e g ori z ati o n s h o ul d b e m a d e b as e d o n t h e 
b u y ers’ c h ar a ct eristi cs a n d pr o d u ct n e e d t h e y h a v e. A s u c c e e d e d  s e g m e nt ati o n bri n gs 
c o m p etiti v e a d v a nt a g e a n d m ar k et k n o wl e d g e.  S e g m e nt ati o n b as e c a n b e gr o u p e d t o 
f o ur c at e g ori es 
1)  G e o gr a p hi c a n d g e o -d e m o gr a p hi c  
2)  D e m o gr a p hi c  
3)  B e h a vi or al  
4)  Ps y c h o gr a p hi c.  ( Wils o n, Gilli g a n & P e ars o n 1 9 9 4: 1 9 0, 2 0 0.) 
S ust ai n a bl e  c o ns u mi n g  attit u d es  d o n’t  al w a ys  tr a nsl at e  i nt o  t h e  s a m e  d e gr e e  of 
s ust ai n a bl e  c o ns u m er  b e h a vi or.  T h e  s ust ai n a bilit y  iss u es  als o  c h a n g e  h o w  t h e  n e e d 
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hi er ar c h y s h o ul d b e a n al y z e d, b e c a us e e. g. e n vir o n m e nt al s ust ai n a bilit y e m p h asi z es 
t h at  t h e  p h ysi c al  n e e ds  (f o o d,  w at er,  et c.) ar e  u n d er  pr ess ur e. E v e n  t h o u g h  t h e 
s ust ai n a bl e c o ns u m er gr o u pi n gs ar e wi d el y r es e ar c h e d, t h er e ar e still i n c o nsist e n ci es  
i n  b e h a vi or;  t h e  s e g m e nt  m e m b ers hi p  t e n ds  t o  b e  c h a n g e a bl e  d e p e n di n g  o n  t h e 
cir c u mst a n c es a n d s ust ai n a bl e b e h a vi or as p e cts. It s h o ul d als o b e n ot e d t h at s ust ai n a bl e 
m ar k eti n g ai ms t o c h a n g e lif est yl es, n ot o nl y of s p e cifi c s e g m e nts, b ut  of  all. T h us, 
o nl y t h e willi n g n ess t o a ct i n s ust ai n a bl e m a n n er s h o ul d f u n cti o n as a s e g m e nt. ( E m er y 
2 0 1 2: 1 0 0 – 1 0 1, 1 1 3 – 1 1 4, 1 1 8.)  
W h e n it c o m es t o f as hi o n s e g m e nt ati o n, lif est yl e pl a ys a si g nifi c a nt r ol e, as cl ot hi n g 
pr ef er e n c es a n d st yl es  ar e oft e n i nfl u e n c e d b y t h e c ust o m er’s w or k, p e er gr o u p a n d 
l eis ur e  a cti viti es,  as  w ell  as  attit u d es  a n d  o pi ni o ns  o n  p oliti cs,  art,  e n vir o n m e nt al 
iss u es,  et c. T h e  wi d el y  us e d d e m o gr a p hi c  s e g m e nt ati o n  d o es n’t  al w a ys  a p pl y  t o 
f as hi o n  m ar k eti n g as  s u c h ;  e. g.  w o m e n  i n  s a m e  a g e  mi g ht  h a v e  diff er e nt  cl ot hi n g 
p ur c h as e b e h a vi or d e p e n di n g o n t h eir w or k a n d lif est yl e.  D e m o gr a p h i c s e g m e nt ati o n 
c a n als o cl assif y c o ns u m ers b y t h eir g e n er ati o n, w hi c h t a k es i nt o a c c o u nt t h e p oliti c al, 
e c o n o mi c, s o ci al a n d c ult ur al sit u ati o n t h e c o ns u m er h as b e e n b or n i nt o, w hi c h pl a ys 
a n  i m p ort a nt  r ol e  o n  t h eir  o pi ni o ns,  e. g. o n  f as hi o n. Ps y c h o gr a p hi c  a n d  b e h a vi or al 
s e g m e nt ati o n s orts t h e c o ns u m ers b y t h eir lif est yl e a n d p ers o n alit y, w hi c h s uits f as hi o n 
m ar k eti n g, as t h e d e m o gr a p hi c all y s a m e c o ns u m ers c a n h a v e e ntir el y diff er e nt st yl e 
a n d attit u d es. F as hi o n m ar k eti n g n e e ds t o als o s e g m e nt g e o gr a p hi c all y, b e c a us e t h e 
i n d ustr y h as b e c o m e m or e a n d m or e gl o bal. ( P os n er 2 0 1 5: 1 0 9– 1 1 2, 1 1 6, 1 1 9.)  
A t ar g eti n g str at e g y  c a n  b e  diff er e nti at e d  or  u n diff er e nti at e d.  U n diff er e nti at e d 
t ar g eti n g d o es n’t t a k e i nt o a c c o u nt t h e diff er e nt s e g m e nts b ut m ar k ets all pr o d u cts t o 
all. Diff er e nti at e d  a p pr o a c h  o n  t h e  ot h er  h a n d d e v el o ps  m ar k eti n g  mi x es  t h at  ar e 
a d a pt e d or c ust o mi z e d f or s p e cifi c t ar g et m ar k et s e g m e nts. ( M o or a di a n  et al. 2 0 1 4:  
3 0 1 – 3 0 2.)  T h e f as hi o n c o ns u m ers h a v e st art e d t o d esir e i n di vi d u alit y, w hi c h c a n b e 
a c hi e v e d t hr o u g h cl ot hi n g. T his h as r es ult e d i n  diff er e nti at e d cl ot hi n g m ar k ets, o n t h e 
c o ntr ar y t o u n diff er e nti at e d m ass m ar k ets. ( E as e y 2 0 0 9: 1 3 2 .) 
P ositi o ni n g  m e a ns s etti n g h o w t h e c o m p a n y w a nts t o b e p er c ei v e d i n t h e e y es of a 
c ust o m er ( M o or a di a n  et al. 2 0 1 2: 3 0 5). It s h o ul d i d e ntif y t h e c o m p etiti v e a d v a nt a g e 
a n d c o m m u ni c at e it t o t h e m ar k ets. T his m e a ns s el e cti n g t h e m ost eff e cti v e m ar k et 
4 3  
p ositi o n, w hi c h cr a v es i d e ntif yi n g t h e m ar k et str u ct ur e a n d c urr e nt p ositi o ns t h at t h e 
c o m p etit ors  h a v e.  P ositi o ni n g  c a n  b e  d o n e  b y  attri b ut e,  pri c e/ q u alit y,  c o m p etit or, 
a p pli c ati o n, pr o d u ct us er or pr o d u ct cl ass. ( Wils o n, Gilli g a n & P e ars o n  1 9 9 4:  2 2 0 –
2 2 1.)  Disti n cti o n fr o m t h e c o m p etit ors c a n b e a c hi e v e d t hr o u g h br a n di n g, w hi c h als o 
cr e at es  e m oti o n al  c o n n e cti o n  a n d  e n g a g e m e nt.  C o nti n u o us  br a n di n g  is  e xtr e m el y 
i m p ort a nt i n t h e f as hi o n i n d ustr y. ( P os n er 2 0 1 5: 4 4– 4 5.)  
Tr a diti o n all y t h e s ust ai n a bl e br a n ds, e. g. F air Tr a d e  a n d wit h c h ar a ct eristi cs of  e n er g y -
effi ci e n c y,  w er e  p ositi o n e d  as  i nf eri or  t o  c o m p etit ors  i n  t h e  e y es  of  t h e  m a n y 
c o ns u m ers . T h us,  it  s h o ul d  b e  r e m e m b er e d  t h at  m ar k eti n g  s h o ul d n’t  e m p h asi z e  t h e 
s ust ai n a bilit y attri b ut es t o o m u c h, i n s u c h w a y t h at t h e c or e pr o d u ct b e n efits  s uff er , 
t h e  c o n c e pt  t h at  is  c all e d  gr e e n  m ar k eti n g  m y o pi a. W h e n  p ositi o ni n g  s ust ai n a bl e 
br a n ds, t h e c o ns u m er v al u e of s o ci o -e c ol o gi c al attri b ut es s h o ul d b e t a k e n i nt o a c c o u nt 
( Ott m a n, St aff or d & H art m a n n 2 0 0 6.) a n d ali g n t h e m wit h t h e c or e pr o d u ct b e n efits 
( B el z & P e atti e 2 0 1 2: 1 8 8).  
A k e y f a ct or wit hi n p ositi o ni n g is t h e br a n d’s c o m p etiti v e a d v a nt a g e. C ost c o m p etiti v e 
a d v a nt a g e c a n  b e  g ai n e d  t hr o u g h  c h e a p  pri ci n g ,  b ut it’s n ot  s ust ai n a bl e –  as  t h e 
c o m p etit or s  c a n  m e et  t h e  s a m e  pri c e  p oi nts.  T h us,  c ost  al o n e  is n’t  g o o d  e n o u g h  as 
c o m p etiti v e a d v a nt a g e, it s h o ul d b e ali g n e d wit h ot h er f a ct ors. I n f as hi o n m ar k ets, t his 
s h o ul d  b e  f as hi o n a bilit y;  t h e  a bilit y  t o  pr o d u c e  c at w al k -i ns pir e d  st yl es  a n d  e x a ctl y 
ri g ht  tr e nds  t o  t h e  m ar k et  f ast er  t h a n  t h e  c o m p etit ors  a n d  wit h  r e as o n a bl e  pri c e.  I n 
f as hi o n i n d ustr y, t h e br a n ds s h o ul d als o diff er e nti at e t h e ms el v es t hr o u g h a si g n at ur e 
st yl e t h at d efi n es t h eir u ni q u e s elli n g p oi nt ( U S P). T h e si g n at ur e st yl e s h o ul d b e s o 
cl e ar t h a t it is e asil y ass o ci at e d t o t h e br a n d i n q u esti o n ( P os n er 2 01 5 : 5 9– 6 1.)  
3. 6. 1  D efi ni n g t h e M ar k eti n g Mi x  
T h e  tr a diti o n al  m ar k eti n g  mi x  is  d efi n e d  t o  c o nsist  of  pr o d u ct,  pri c e,  pl a c e  a n d 
pr o m oti o n. S ust ai n a bl e  m ar k eti n g  s h o ul d  r at h er  t ur n  t h e  f o c us  fr o m  t h e  pr o d u ct  t o 
c ust o m er a n d ai m t o s ol v e t h eir pr o bl e ms. T h us, t h e tr a diti o n al mi x is r e pl a c e d wit h 4 
C’s;  c ust o m er s ol uti o n , c ost t o t h e c ust o m er, c o n v e ni e n c e a n d c o m m u ni c ati o n. ( B el z 
& P e atti e 2 0 1 2: x v, 1 7 5 – 1 7 6.)  
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W h e n it c o m es t o c ust o m er s ol uti o n s, s ust ai n a bl e pr o d u cts n e e d t o b e m u c h m or e t h a n 
j ust s atisf y t h e n e e d. C ust o m ers w a nt t o k n o w t h e hist or y b e hi n d t h os e pr o d u cts; h o w 
t h e y  w er e  pr o d u c e d  a n d  pr o c ess e d. T h e  pr o d u cts  s h o ul d  als o  b e  s af e  a n d  h e alt h y, 
d ur a bl e a n d e n er g y effi ci e nt.  A s ust ai n a bl e pr o d u ct s h o u l d 
o  s atisf y t h e c ust o m er  
o  h a v e  a  d u al  f o c us :  n ot  o nl y  i n  t h e  e n vir o n m e nt  b ut  als o  t a k e  i nt o  a c c o u nt 
e c ol o gi c al a n d s o ci al f a cts  
o  b e  lif e  c y cl e  ori e nt e d: a c k n o wl e d g e  t h e  w h ol e  pr o d u ct  lif e  c y cl e  fr o m  r a w 
m at eri al t o p ost -us e . ( B el z & P e atti e 2 0 1 2: 1 7 5 – 1 8 1)  
o  c o ntri b ut e  t o  t a c kli n g  s o ci o -e c ol o gi c al  pr o bl e ms  gl o b all y  ( P e atti e  1 9 9 5 vi a  
B el z & P e atti e 1 7 5 – 1 7 6.)  
o  i m pr o v e c o nst a ntl y 
o  i m pr o v e wit h c o m p etiti o n. ( B el z & P e atti e 2 0 1 2: 1 7 5 – 1 8 1 .) 
T h e pr o d u cts c a n als o off er r el at e d s er vi c es t o c o m pl et e a s ust ai n a bl e s ol uti o n , w hi c h 
c a n  b e  c all e d  p erf or m a n c e  s al es .  T h es e  pr o d u ct  r el at e d  s er vi c es,  s u c h  as  tr ai ni n gs, 
m ai nt e n a n c e or dis p os al, c a n a d d t o c ust o m er v al u e, b ut als o e c ol o gi c al v al u e. ( B el z 
1 9 9 9: 8 5 – 8 6. ) It s h o ul d b e n ot e d t h at a s ust ai n a bl e c ust o m er s ol uti o n i n cl u d es a cti o ns 
b ef or e, d uri n g a n d p ost t h e p ur c h as e  (B el z & P e atti e 1 7 4 – 1 7 6 ). Pr o d u cts wit h hi g h-
q u alit y s ol v e t h e c ust o m ers’ pr o bl e ms f or a l o n g er ti m e p eri o d, w hil e a ls o str e n gt h e n 
t h e c o m p a n y’s r e p ut ati o n. B e c a us e t h e pr o d u cts l ast l o n g er, t h e y i n cr e as e t h e r es o ur c e 
pr o d u cti vit y a n d d e cr e as e t h e m at eri al i n p ut. T h us, off eri n g l asti n g pr o d u cts wit h hi g h -
q u alit y h as b e n efits f or t h e c ust o m er, c o m p a n y a n d e n vir o n m e nt. ( B el z 1 9 9 9: 8 5 – 8 6.)  
I n f as hi o n, t h e c ust o m er s ol uti o n or pr o d u ct di m e nsi o n i n cl u d es t h e l e v els of d esi g n, 
st yl e,  fit,  si zi n g,  q u alit y,  f as hi o n,  p erf or m a n c e  a n d  f u n cti o n.  T h e  i n d ustr y  us u all y 
i n cl u d es c oll e cti o ns or w h ol es al e/r et ail r a n g es t h at i n cl u d e v ari o us pr o d u ct c at e g ori es, 
f or  s p e cifi c  t ar g et  m ar k ets.  I n  t his  di m e nsi o n  of  f as hi o n  m ar k eti n g,  it  s h o ul d  b e 
c o nsi d er e d  if  t h e  pr o d u ct  is  e. g.  s uit a bl e  f or  t h e  s p e cifi e d  m ar k et,  s atisf yi n g  t h e 
m ar k et’s i nt a n gi bl e as pir ati o ns a n d i n b al a n c e wit h t h e c oll e cti o n, b ut als o v ari a bl e 
e n o u g h. ( P os n er 2 0 1 1: 3 4.)  
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T h e pr o d u cts h a v e attri b ut es, m e a ni n g t h eir f e at ur es, f u n cti o ns a n d us es, a n d b e n efits, 
m e a ni n g  h o w  t h e  attri b ut es  c a n  b e n efit  c ust o m ers.  Pi e c es  of  cl ot hi n g  als o  h a v e 
i nt a n gi bl e attri b ut es, w hi c h c o n n e ct t o t h e c o ns u m er’s i d e als, d esir es a n d p er c e pti o ns. 
T h es e ar e v er y i m p ort a nt f or t h e i n d ustr y, as a c o ns u m er d o es n’t m er el y b u y a pr o d u ct, 
b ut t h e w h ol e s et of i nt er pr et ati o ns a n d e x p e ct ati o ns a b o ut it. ( P os n er 2 0 1 1: 3 5.)  
I n  s ust ai n a bl e  m ar k eti n g,  t ot al c ost  t o  t h e  c ust o m er  i n cl u d es  a c q uisiti o n  ( pri c e  a n d 
p ur c h as e  c osts),  us e  c osts  a n d  p ost -us e  c osts. T h us,  c ost  t o  t h e  c ust o m er  is n’t  o nl y 
a b o ut t h e pr o d u ct pri c e. W h e n p ur c h asi n g a pr o d u ct, es p e ci all y as a n i niti al p ur c h as e, 
a c ust o m er is f a c e d wit h ris k; fi n a n c i al, p erf or m a n c e, p h ysi c al, s o ci al, ps y c h ol o gi c al 
a n d  ti m el y  ris k. ( B el z  &  P e atti e  2 0 1 2:  2 3 3– 2 3 4.) P ur c h asi n g  i n cl u d e s s e ar c h  c osts, 
i nf or m ati o n  c osts  a n d  tr a ns p ort ati o n  c osts. Usi n g  t h e  pr o d u ct  cr e at es  us e  c osts  a n d 
m a y b e  e v e n  c h a n g e  c osts,  if  t h e  pr o d u ct s  cr a v e  diff er e nt  ki n d  of  us e.  Us a g e  als o 
i n cl u d es dis p os al c osts. I n t e xtil e-r el at e d i n d ustri es, t h e m ost i m p ort a nt c ost crit eri a 
ar e  a p p e ar a n c e,  f u n cti o n alit y  a n d  pri c e.  H o w e v er,  t h es e  c a n  diff er  b as e d  o n  h o w 
f as hi o n-ori e nt e d t h e c o ns u m er is . ( M e y er 2 0 0 1.) Pri ci n g c a n b e v al u e -b as e d, w h er e t h e 
c o ns u m ers alr e a d y e x p e ct t o p a y m or e f or s ust ai n a bl e pr o d u cts, or c ost -b as e d, w h er e 
e. g. hi g h -v ol u m e  pr o d u cti o n  mi g ht  all o w  m or e  aff or d a bl e  pri ci n g  ( B el z  &  P e atti e 
2 0 1 2: 2 3 9 – 2 4 0).   
C o n v e ni e n c e  l e v el  is  tr a diti o n all y d efi n e d  as  pl a c e,  w hi c h  i n cl u d es  distri b uti o n  a n d 
r et aili n g of t h e pr o d u cts. C o n v e ni e n c e is a r el ati v e c o n c e pt, w hi c h c a n i n cl u d e fi n di n g, 
a c c essi n g,  p ur c h asi n g,  c o ns u mi n g  a n d  als o  dis p osi n g  t h e  pr o d u ct .  T h e  di m e nsi o n 
s h o ul d  t a k e  i nt o  a c c o u nt  f a ct ors  t h at  aff e ct  e. g.  distri b uti o n,  p a c k a gi n g,  pr o d u ct 
i nf or m ati o n, r et aili n g, pr o d u ct f e at ur es d uri n g us e a n d p ost-us e. ( B el z & P e atti e 2 0 1 2: 
2 5 7 , 2 6 0– 2 6 9. ) 
T h e r et ail l o gisti cs i n f as hi o n ar e i n cr e asi n gl y c o m pl e x ( F er ni e & Gr a nt 2 0 1 5: 1). T h us, 
r et aili n g a n d l o gisti cs pl a y a n i m p ort a nt r ol e i n f as hi o n m ar k eti n g. S ust ai n a bl e l o gisti cs 
i n cl u d e t h e t h e m es of r e v ers e l o gisti cs, e missi o ns ass ess m e nt a n d gr e e ni n g t h e s u p pl y 
c h ai n  a n d  l o gisti c al  a cti viti es  ( A b u k h a d er  &  J ö ns o n  2 0 0 4).  I n  t h e  a p p ar el  i n d ustr y, 
es p e ci all y r e v ers e l o gisti cs h a v e s h o w n t o e n h a n c e s ust ai n a bilit y, a d d v al u e a n d r e d u c e 
w ast e,  w hi c h  t o g et h er  als o  r e d u c e  e c o n o mi c  a n d  e n vir o n m e nt al  c osts  ( B e h , 
G h o b a di a n, H e, G all e ar & O’ R e g a n  2 0 1 6).  
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I n  f as hi o n  m ar k ets,  s p e e d  is  i m p ort a nt  i n  g ai ni n g  c o m p etiti v e  ad v a nt a g e;  t h e 
c o m p a ni es  s h o ul d  g et  t h e  ri g ht  tr e n ds  i nt o  t h e  m ar k et  f ast er  t h a n  t h eir  c o m p etit ors. 
V erti c al s u p pl y c h ai ns a n d i nt e gr at e d pr o d u cti o n a n d distri b uti o n ar e s h o w n t o l e a d t o 
s h ort er l e a d -ti m es. ( P os n er 2 0 1 5: 6 0.) 
T h e fi g ur e b el o w s h o ws  t h e st eps i n f as hi o n r et ail s u p pl y c h ai n:  
 R et ail  
 M ulti pl e s u p pli e rs  
 G a r m e nt s u p pli e rs  
  
 F e e d b a c k  
 D e m a n d  
Fi g u r e 3 . R et ail s u p pl y c h ai n (a d a pt e d f r o m Bl a c k 2 0 1 1: 5 6 – 5 7).  
P h ysi c al a c c essi bilit y is t h e k e y f a ct or i n c o ntri b uti n g t o c o n v e ni e n c e ( B el z & P e atti e 
2 0 1 2: 2 5 9). T h us, s al es c h a n n els s h o ul d b e l o o k e d i nt o.  I n f as hi o n i n d ustr y, t h e k e y 
c h a n n els ar e  
o  dir e ct r o ut es ( o nli n e or t el e p h o n e p ur c h as es)  
o  s er vi c e -ori e nt e d c h a n n els (r et ail st or es)  
o  c at al o g u es  
o  p u bli c e v e nts or f airs  
o  pr e vi e w e v e nts ( e. g. tr u n k s h o ws). ( P os n er 2 0 1 5: 4 6– 4 7) . 
It  s h o ul d  als o  b e  n ot e d  t h at  diff er e nt  i nt er n ati o n al  or  n ati o n al  l o c ati o ns  mi g ht  v ar y 
b et w e e n  t h e  r et ail  st or es,  b e c a us e  t h e  c ust o m er  r e q uir e m e nts  h a v e  diff er e nt 
c h ar a ct eristi cs a n d pr ef er e n c es  ( P os n er 2 0 1 1: 4 2). T h e w a y  t o t h es e c h a n n els is als o 
C o ns u m er
S al es
Vis u al m er c h a n disi n g i nst or e
Tr a ns p orti n g t o st or es
R et ail distri b uti o n c e ntr e st o c k
Tr a ns p orti n g t h e fi nis h e d g ar m e nts
M a n uf a ct uri n g t e xtil es a n d g ar m e nts
S p e cif yi n g f a bri c a n d tri ms
D esi g n a n d b u yi n g f u n cti o ns
4 7  
v ari a bl e ; it e ms c a n b e p ur c h as e d t hr o u g h tr a d e f airs, vi a a g e nts or s al es t e a ms, dir e ctl y 
fr o m t h e m a n uf a ct ur er, o nli n e or fr o m s h o wr o o ms ( P os n er 2 0 1 5: 4 9).  
C o n c er ni n g c o m m u ni c ati o n ,  it s h o ul d  b e  n ot e d  t h at  f as hi o n  its elf  is  a  f or m  of  n o n -
v er b al  c o m m u ni c ati o n. E v e n hi g hl y br a n d e d cl ot h es dis cl os e m e a ni n gs t h at e x c e e d t h e 
br a n d’s  lit er al  m e a ni n g.  ( B ar n ar d  1 9 9 6:  2 6.)  F as hi o n  c o m m u ni c at es  p ers o n all y  a n d 
p u bli cl y, e x pr ess es i d e ntit y a n d dis pl a ys diff er e nt st at us a n d m ess a g es ( Bl a c k 2 0 1 2: 
8).  
Pl a n ni n g t h e s ust ai n a bl e c o m m u n ic a ti o n s h o ul d al w a ys st art wit h s etti n g o bj e cti v es. 
T h e  o bj e cti v es  c a n  v ar y  fr o m  g e n er ati n g  a w ar e n ess,  i nf or mi n g,  r e mi n di n g  a n d 
p ers u a di n g,  t o  r e ass uri n g,  m oti v ati n g,  c o n n e cti n g  a n d  r e w ar di n g.  T h e  diff er e n c e 
b et w e e n c o n v e nti o n al a n d s ust ai n a bl e m ar k eti n g ris es f r o m t h e f a ct t h at c o n v e nti o n al 
m ar k eti n g f o c us es o n pr o m oti n g t h e pr o d u ct t o t h e c ust o m er, m e a n w hil e s ust ai n a bl e 
m ar k eti n g o p e ns t h e c o m m u ni c ati o n f or di al o g u e wit h t h e c ust o m er  a n d i nf or ms a b o ut 
t h e c o m p a n y b e hi n d t h e pr o d u ct. T h e us e d c o m m u ni c ati o n m e di a  d o es n’t r e all y diff er 
fr o m c o n v e nti o n al m ar k eti n g; a d v ertisi n g, s elli n g, dir e ct m ail, s al es pr o m oti o n, l a b els, 
p oi nt of s al e, P R a n d o nli n e c h a n n els c a n b e us e d.  ( B el z & P e atti e 2 0 1 2:  2 0 2 – 2 0 9 .) 
T h e  tr a diti o n al  pr o m oti o n al  mi x  f o c us es  o n  a d v ertisi n g,  s al es  p ro m oti o n,  P R  a n d 
p ers o n al  s elli n g.  F as hi o n  i n d ustr y  a d ds  m or e  c at e g ori es;  f as hi o n  pr ess,  s e as o n al 
c at w al k s h o ws, vis u al m er c h a n disi n g a n d wi n d o w dis pl a ys. F as hi o n m a g a zi n es a n d 
f as hi o n bl o g g ers pl a y a si g nifi c a nt r ol e i n pr o m oti o n, as t h e y r e p ort c oll e cti o ns a n d 
pr e mi er n e w st yl es, gi vi n g d et ails t o t h e l o o ks. F as hi o n s h o ws als o pr o vi d e r e m ar k a bl e 
P R o p p ort u niti es a n d p u bli cit y. Wi n d o w dis pl a ys a ct as p o w erf ul m ar k eti n g c a n v as, 
dr a wi n g c ust o m ers i n or dir e cti n g t o a w e bsit e. I nst or e m er c h a n disi n g a n d si g n a g e ar e 
als o a n i m p ort a nt f or m of c o m m u ni c ati o n, as t h e y hi g hli g ht t h e c ert ai n l o o ks t h at ar e 
w a nt e d t o b e pr o m ot e d. A d v ertisi n g a n d c a m p ai g ni n g f as hi o n c a n b e e x p e nsi v e, b ut 
d o es  pr o m ot e  t h e  br a n d  i m a g e  a n d  p ositi o n,  cr e ati n g  d esir e  f or  t h e  pr o d u cts.  I n 
a d diti o n, t h e f as hi o n m a g a zi n e c o v ers a n d ot h er a d v ertisi n g s p ots ar e p o w erf ul t o ols 
i n  f as hi o n  m ar k eti n g.  C o nt e nt  m ar k eti n g  o n  t h e  ot h er  h a n d  w or ks  i n  di git al 
e n vir o n m e nts. I n a d diti o n t o t his, c el e brit y pr o m oti o n is p o p ul ar, es p e ci all y f or hi g h -
e n d br a n ds . ( P os n er 2 0 1 5: 1 7 2– 1 7 6.)  
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S ust ai n a bl e  br a n ds  s h o ul d  c o m m u ni c at e  t h e  c o ns u m er  a  s p e ci al  a d d e d  v al u e  a b o ut  
t h eir s o ci al a n d e n vir o n m e nt al b e n efits . T h e pr o d u cts c a n als o s h o w t h eir s ust ai n a bilit y 
t hr o u g h diff er e nt l a b elli n g, s u c h as F airtr a d e. ( B el z & P e atti e 2 0 1 2: 1 8 5, 2 0 6.) 
3. 6. 2  M e as uri n g a n d E v al u ati n g  
It is n e c ess ar y t o ass ess m ar k eti n g str at e g y, i n or d er t o e ns ur e t h at t h e pl a ns ar e o n 
t ar g et ( M o or a di a n et al. 2 0 1 4: 4 1 5). C o ntr olli n g t h e a cti o ns i n a c hi e vi n g a c ert ai n g o al 
c a n b e i d e ntifi e d as a p art of str at e gi c m ar k eti n g, b e c a us e t h at is h o w t h e m a n a g e m e nt 
c a n e ns ur e t h e d esir e d o ut c o m e. T h us, c o ntr olli n g s h o ul d b e s e e n as a pr o c ess w hi c h 
i n cl u d es  m e as uri n g  a n d  r e dir e cti n g  t hr o u g h  c o nsi d eri n g  v ari o us  alt er n ati v es. 
H o w e v er,  it  s h o ul d  b e  n ot e d  t h at  str at e g y a n d  c o ntr ol  ar e n’t  al w a ys  li n k e d  t o  e a c h 
ot h er:  a  b a d  str at e g y  will  f ail  e v e n  t h o u g h  it  w o ul d  b e  w ell  m o nit or e d.  ( Wils o n, 
Gilli g a n & P e ars o n 1 9 9 4: 5 4 7 – 5 4 9.)  
I n  or d er  f or  t h e  m e as uri n g  t o  b e  eff e cti v e,  m ar k eti n g  o bj e cti v es  s h o ul d  f oll o w  t h e 
S M A R T r ul e; b e s p e cifi c, m e as ur a bl e, a c hi e v a bl e, r el e v a nt a n d ti m e -s p e cifi c, w hi c h 
ar e t h e t y p e of g o als t h at c a n b e m et a n d m e as ur e d. I n or d er t o m a k e pr o gr ess f or w ar d, 
t h e  c o m p a n y  s h o ul d  b e  a bl e  t o  r e a ct  t o  c h a n g es  i n  a p pr o pri at e  ti m e.  T his  cr a v es 
c o nti n u o us  m e as uri n g  a n d  pl a n ni n g,  w hi c h  i n cl u d es  i m pl e m e nti n g,  e v al u ati n g  a n d 
r e visi n g y e arl y pl a ns. T his ki n d of ass ess m e nt s h o ul d b e s yst e m ati c a n d l e a d t o m a ki n g 
t h e  n e e d e d  a dj ust m e nts.  T h e  n e e ds  f or  t h es e  a dj ust m e nts  c a n  ris e  fr o m  m ar k eti n g 
str at e g y d e vi ati o ns or fr o m t h e pr e mis e t h at t h e str at e g y is b as e d o n. T h us, ass essi n g 
s h o ul d f o c us o n pr e mis e c o ntr ol, w hi c h t a k es i nt o a c c o u nt e v e n t h e f u n d a m e nt al v al u es 
a n d  p oli ci es,  a n d  pr o gr ess  c o ntr ol,  w hi c h  i n cl u d es  pr o gr ess  b et w e e n  a n  e x p e ct e d 
o bj e cti v e a n d a n o bt ai n e d r es ult. ( M o or a di a n  et al.  2 0 1 4: 4 0 8.)  
Pr o gr ess c o ntr ol o n t h e ot h er h a n d m e as ur es t h e c ert ai n m ar k eti n g pl a n i n a cti o n. T h e 
str at e g y c a n b e c o ntr oll e d t hr o u g h fi n a n ci al r ati os or diff er e nt m ar k eti n g m etri cs, s u c h 
as  c ust o m er  m etri cs,  c o m p etiti v e  m etri cs,  pr ofit a bil it y  m etri cs  a n d  m ar k et  m etri cs. 
Fi n a n ci al  r ati os,  s u c h  as  li q ui dit y  r ati o  ( c urr e nt  ass ets  /  c urr e nt  li a biliti es)  b as e  o n 
a c c o u nti n g i nf or m ati o n a n d us u all y c o m p ar e t o e. g. t h e i n d ustr y or a c o m p etit or. T h e 
r e al c h all e n g e wit hi n m ar k eti n g m e as ur e m e nt is t o c h o os e t h e ri g ht m etri cs t h at d o n’t 
c o ntr a di ct wit h e a c h ot h er. ( M o or a di a n  et al. 2 0 1 4: 4 1 0 – 4 1 1, 4 1 6.)  
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3. 6. 3  P u bli c p arti ci p ati o n  
I n  s ust ai n a bl e  m ar k eti n g,  t h e  c o m p a n y’s  r ol e  s h o ul d  b e  pr o a cti v e,  c o o p er ati v e  a n d 
l o n g-t er m  ori e nt e d.  ( Ott m a n  2 0 1 4:  4 6). T h e  c o m p a n y  s h o ul d  a cti v el y  w or k  o n  its 
i m p a ct o n t h e n at ur e’s a n d s o ci et y’s w ell b ei n g a n d e n h a n c e t h e m ( M arti n & S c h o ut e n 
2 0 1 4:  1 8 – 1 9).  T his  cr e at es  a  n e e d  t o  a d d  t h e  si xt h  st e p  t o  s ust ai n a bl e  m ar k eti n g 
str at e g y; it c a n b e p ossi bl e t hr o u g h a cti v e p u bli c p arti ci p ati o n.  
M ar k et ers  c a n  t a k e  p art  i n  tr a nsf or mi n g  t h e  w orl d  t o w ar ds  m or e  s ust ai n a bl e  o n 
diff er e nt l e v els, wit h diff er e nt st a k e h ol d ers i n cl u d e d . T h e c o ns u m ers’ w a nts a n d n e e ds 
c a n  b e  s h a p e d  t hr o u g h  diff er e nt  m ar k eti n g  a cti viti es,  w hi c h  c a n  b e  gr o u p e d  t o 
c at e g ori es;  gi vi n g  s ust ai n a bl e  c h oi c es,  i nfl u e n ci n g  s ust ai n a bl e  c h oi c es  a n d  e diti n g 
s ust ai n a bl e  c h oi c es.  T his  c a n  b e  c all e d  s ust ai n a bl e  m ar k eti n g  tr a nsf or mi n g  fr o m 
i nsi d e-o ut. T h e  e xt e nsi o n  of  s ust ai n a bl e  m ar k ets  o p p ort u niti es  cr a v es  c h a n g es  i n 
p oliti c al  a n d p u bli c fr a m e w or k , w hi c h t h e c o m p a ni es c a n aff e ct. I n or d er t o c h a n g e t h e 
i n d ustr y  t o w ar ds  s ust ai n a bilit y,  t h e  c o m p a n y  c a n  p arti ci p at e  i n  p oliti c al  w or k.  T his 
st e p als o li n ks t h e str at e g y t o t h e c o n c e pt of C S R.  ( B el z & P e atti e 2 0 1 2: 2 9 – 3 1, 2 7 9 , 
2 8 4 – 2 8 6 , 2 9 1.)  
T h e  pr es e nt e d  t h e or eti c al  fr a m e w or k  of  s ust ai n a bl e  f as hi o n  m ar k eti n g  str at e g y  is 
s h o w n i n t h e t a bl e b el o w.  
T a bl e 3 . T h e o r eti c al f r a m e w o r k of s ust ai n a bl e f as hi o n m a r k eti n g st r at e g y . 
S ust ai n a bl e f as hi o n 
m a r k eti n g st r at e g y  st e p 
C o nt e nt  
 
Missi o n a n d o bj e cti v es  
 
o  Missi o n r efl e cts s ust ai n a bilit y  
o  O bj e cti v es i n cl u d e t h e t hr e e di m e nsi o ns of s ust ai n a bilit y  
  
M a r k et a n d 
e n vi r o n m e nt a n al ysis  
 
 
S T P P r o c ess  
o  S e g m e nt ati o n  
o  T ar g eti n g  
o  P ositi o ni n g  
 
M a r k eti n g mi x  
o  Mi cr o e n vir o n m e nt  
o  M a cr o e n vir o n m e nt  
o  F ut ur e ori e nt ati o n  
 
 
o  Ps y c h o gr a p hi c or b e h a vi or al s e g m e nt ati o n, lif est yl e  
o  Diff er e nti at e d or u n diff er e nti at e d t ar g eti n g  
o  S o ci o -e c ol o gi c al attri b ut es a n d c o m p etiti v e a d v a nt a g e  
 
4 C’s –  c ust o m er ori e nt ati o n  
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o  C ust o m er 
s ol uti o n  
o  C ost t o t h e 
c ust o m er  
o  C o n v e ni e n c e  
 
o  C o m m u ni c ati o n  
 
 
M e as u ri n g a n d 
e v al u ati n g  
 
P u bli c p a rti ci p ati o n  
 
o  D u al f o c us : s ust ai n a bilit y 
o  St yl e, d esi g n, fit, et c.  
 
o  A c q uisiti o n, us e c osts, p ost -us e c osts  
o  V al u e -b as e d pri ci n g  
o  Distri b uti o n, a c c essi n g, p ur c h asi n g, c o ns u mi n g a n d 
dis p osi n g  
o  F as hi o n its elf c o m m u ni c at es  
o  C o m m u ni c ati n g t h e a d d e d s ust ai n a bilit y v al u e  
 
o  C o ntr olli n g t h e s u c c ess  t hr o u g h S M A R T g o als 
o  Pr o gr ess a n d pr e mis e c o ntr ol  
 
o  I m p a ct i n t h e bi g g er pi ct ur e t hr o u g h e. g. p oliti cs 
o  C S R  
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4  R E S E A R C H M E T H O D O L O G Y  
T his c h a pt er pr es e nts t h e r es e ar c h m et h o d ol o g y, i n cl u di n g t h e r es e ar c h a p pr o a c h a n d 
m et h o ds, as w ell as pr es e nti n g t h e c as e c o m p a n y a n d r es e ar c h m at eri al.  
4. 1  R es e a r c h a p p r o a c h a n d m et h o d s 
T his r es e ar c h us es q u alit ati v e a n d a b d u cti v e a p pr o a c h i n a c as e st u d y r es e ar c h. N e xt, 
t h es e c o n c e pts a n d r e as o ni n gs ar e e x pl ai n e d i n m or e d et ail. 
Q u alit ati v e a p pr o a c h f o c us es o n i n -d e pt h u n d erst a n di n g a n d ai ms t o a ns w er q u esti o ns  
s u c h  as h o w ,  i n  a d diti o n  t o w h at  ( C ars o n, Gil m or e,  P err y  &  Gr o n h a u g  2 0 0 1:  6 6). 
Q u alit ati v e m et h o ds h a v e b e c o m e m or e p o p ul ar i n b usi n ess r es e ar c h, b e c a us e t h e y ai m 
t o  u n d erst a n d  t h e  c o m p a n y’s  m ulti-n u a n c e d  a cti o ns.  M a n y b usi n ess -r el at e d 
p h e n o m e n a cr a v e q u alit ati v e m et h o ds i n or d er t o gr as p p e o pl e’s o p er ati o ns a n d s o ci al 
pr o c ess es. T h e y als o off er a w a y t o diff er e nti at e fr o m t h e m or e tr a diti o n al, t h e or eti c al 
a n d c o n c e pt u al fr a m e w or ks. ( K os ki n e n, Al as u ut ari & P elt o n e n 2 0 0 5: 1 4 – 1 5, 2 3 – 2 4.) 
Q u alit ati v e  r es e ar c h  c h ar a ct eristi cs  als o  all o w  fl e xi bl e  a n d  s uit a bl e  i nt er pr et ati o n  
( C ars o n et al. 2 0 0 1: 6 5). 
A b d u ct i v e  r es e ar c h  c o m bi n es  d e d u cti v e  a n d  i n d u cti v e  p hil os o p hi es. A b d u cti v e 
pr o c ess c a n b e d efi n e d as t h e pr o c ess i n w hi c h p e o pl e’s d es cri pti o ns ar e c at e g ori z e d 
a n d  c o n c e pt u ali z e d  i n  or d er  t o  cr e at e  a  b as e  a n d  u n d erst a n di n g  of  a  p h e n o m e n o n. 
( Eri kss o n & K o v al ai n en 2 0 0 8.) I n t his st u d y, t h e e m piri c al i nt er vi e w is c o n c e pt u ali z e d 
i n or d er t o c o m pl et e t h e t h e or eti c al fr a m e w or k. 
C as e  st u d y  r es e ar c h  is  s uit a bl e  f or  m a n y  ki n ds  of  r es e ar c h  o bj e cti v es:  d es cri bi n g, 
e x pl ai ni n g, pr e di cti n g or c o ntr olli n g pr o c ess es. C as e st u di es c a n b e r e p ort e d b y t h e 
dir e ct e d  p arti ci p a nts,  i nf or m e d  o bs er v a nts  of  a  t hir d -p art y,  as  w ell  as  t h e  c as e 
r es e ar c h er h er/ hi ms elf. ( W o o dsi d e 2 0 1 7: 1 1– 1 2.) T h us, as a q u alit ati v e c as e st u d y, t his 
st u d y ai ms t o d es cri b e  h o w t h e s ust ai n a bl e f as hi o n m ar k eti n g str at e g y c a n b e d efi n e d. 
C as e st u di es ai m t o l e a v e pl a c e f or di v ersit y, w hi c h is w h y o v erl y si m plisti c r es e ar c h 
m o d els  ar e  a v oi d e d  ( Eri kss o n  &  K o v al ai n e n  2 0 0 8).  T h e  c as e  st u d y  i n  q u esti o n  is 
e xt e nsi v e , b e c a us e it ai ms t o t est or g e n er at e a g e n er ali z a bl e t he or y a n d r eli es m or e o n 
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p att er ns t h a n i nt er pr et ati o n (s e e Eri kss o n & K o v al ai n e n 2 0 0 8). I n t his r es e ar c h, t h e 
c as e st u d y ai ms t o bri n g d et ails a n d di v ersit y t o t h e str at e g y m o d el.  
4. 2  C as e c o m p a n y  
T h e st u di e d  c as e c o m p a n y i n t his r es e ar c h is A n di at a. T h e br a n d w as c h os e n b e c a us e 
it is a f as hi o n br a n d t h at e m p h asi z es  s ust ai n a bl e v al u es. A n di at a is a p erf e ct fit f or t his 
r es e ar c h b e c a us e it is a gr o wi n g f as hi o n b usi n ess t h at h as i n cl u d e d s ust ai n a bilit y i nt o 
its v al u es f or d e c a d es ( M or eli us 2 0 1 9). B ot h s ust ai n a bl e a n d f as hi o n m ar k eti n g ar e 
visi bl e i n t h e c o m p a n y’s m ar k eti n g c o m m u ni c ati o ns.  
A n di at a w as f o u n d e d 1 9 8 6  i n H elsi n ki, b y  t h e c urr e nt H e a d D esi g n er T arj a R a nt a n e n. 
T h e  c o m p a n y  is  f a mil y -o w n e d:  R a nt a n e n’s  d a u g ht er  M atil d a  M or eli us  s h ar es 
r es p o nsi bilit y  i n  d esi g n,  i nt er n ati o n ali z ati o n a n d  m ar k eti n g. Si n c e t h e  b e gi n ni n g, 
A n di at a h as f o c us e d o n q u alit y i nst e a d of q u a ntit y, w hi c h ai ms f or l asti n g c oll e cti o ns 
i n  b ot h  q u alit y  a n d  st yl e. T h eir d esi g n  mi x es  b ot h  S c a n di n a vi a n  mi ni m alis m  a n d 
P arisi a n f e mi nis m. ( M or eli us 2 0 1 9.) T h e br a n d’s d esi g n st u di o is l o c at e d i n V allil a, 
H elsi n ki ( A n di at a 2 0 1 9 ) a n d t h eir fl a gs hi p st or e i n N ort h er n Es pl a n a de , H elsi n ki. I n 
2 0 1 9 A n di at a o p e n e d t h eir first i nt er n ati o n al st or e i n P aris. A n di at a’s bi g g est r et ail er 
is  St o c k m a n n,  a n d  t h e  br a n d  h as  m a n y  r et ail ers  ar o u n d  Fi nl a n d,  S w e d e n,  R ussi a, 
D e n m ar k,  Est o ni a  a n d  Fr a n c e.  ( K a u p p al e hti  2 0 1 9.)  T h e  br a n d  s ells  cl ot hi n g  a n d 
a c c ess ori es f or w o m e n ( M or eli us 2 0 1 9).  
A n di at a’s v al u es ar e s ust ai n a bilit y a n d i n n o v ati o n: ti m el ess  a n d  l o n g-l asti n g d esi g n, 
q u alit y o v er q u a ntit y, f e mi ni n e a n d el e g a nt d esi g n t o g et h er wit h N ort h er n mi ni m alis m, 
e x cl usi vit y a n d v al u e cr e ati o n t hr o u g h b est p ossi bl e c ust o m er s er vi c e  ( M or eli us 2 0 1 9). 
As  t h e M a n a g er of A n di at a P aris, M atil d a M or eli us  ( 2 0 1 9) st at es, s ust ai n a bilit y h as 
b e e n  t h e c or e  of  A n di at a’s  br a n d  D N A  si n c e  t h e  b e gi n ni n g.  T h e y  w a nt  t o  gr as p 
s ust ai n a bl e v al u es t hr o u g h l o n g -l asti n g d esi g n t h at is us e d “fr o m m ot h er t o d a u g ht er ”. 
9 0 %  of  t h e  br a n d’s pr o d u cti o n m at eri al  is  n at ur al  a n d  s ust ai n a bl e ,  w hi c h  t h e y’r e 
k n o w n f or. R e c e ntl y t h e br a n d h as  e. g.  st art e d t o us e or g a ni c c ott o n, R S D c ertifi e d 
d o w n, or g a ni c w o ol a n d or g a ni c c as h m er e i n t h eir pr o d u cti o n.  A n di at a mi ni mi z es t h eir 
c ar b o n  f o ot pri n t e. g.  b y h a vi n g  t h e  pr o d u cti o n  g e o gr a p hi c all y  cl os e  t o  t h e 
m a n uf a ct uri n g h e a d q u art ers i n Est o ni a.  ( M or eli us 2 0 1 9).  
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M or eli us  ( 2 0 1 9)  st at es  t h at  A n di at a’s  m ar k eti n g  is  o m ni c h a n n el ; t h e y  utili z e  t h e 
m ulti pl e  m ar k eti n g  c h a n n els  i n  or d er  t o gr as p  t h eir  c ust o m ers  att e nti o n. T h e  m ost 
i m p ort a nt m ar k eti n g c h a n n els f o r t h e m ar e n e wsl ett ers, s o ci al m e di a, w e bsit e a n d P R  
( M or eli us 2 0 1 9).  
4. 3  R es e a r c h m at e ri al  
T h e e m piri c al r es e ar c h c o nsists of q u alit ati v e  a n al ysis of t h e  i nt er vi e w a n d m ar k eti n g 
m at eri als . I nt er vi e ws c o nsist of a s eri es of q u esti o ns a n d a ns w ers, ar e m ost ofte n h a d 
b et w e e n  t w o  p ers o ns  (s o m eti m es  i n  gr o u ps),  c o n d u ct e d  f a c e -t o-f a c e,  o v er  t h e 
t el e p h o n e or o nli n e ( Eri kss o n & K o v al ai n e n 2 0 0 8). T h e i nt er vi e ws i n t his r es e ar c h ar e 
s e mi -str u ct ur e d , w hi c h m e a ns t h at t h e r es e ar c h er’s i m p a ct t o t h e i nt er vi e w is ai m e d t o 
b e mi ni mi z e d ( K os ki n e n, Al as u ut ari & P elt o n e n 2 0 0 5: 1 0 3 – 1 0 4). I n a s e mi -str u ct ur e d 
i nt er vi e w, t h e w or ds a n d s e q u e n c e c a n v ar y, a n d t h e t o n e is k e pt i nf or m al. T h e i nt er est 
li es  i n  f a cts,  w hi c h  m e a ns  t h at  t h e  i nt er vi e ws  ar e  p ositi vist.  T h es e  i nt er vi e ws  ar e 
q u alit ati v e,  b e c a us e  t h e  q u esti o n  str u ct ur e  l e a v es  t h e  p arti ci p a nt’s  r es p o ns e  o p e n 
e n d e d. I nt er vi e ws ar e c o m m o nl y us e d i n b usi n ess r es e ar c h, b e c a us e t h e y c a n pr o vi d e 
i nf or m ati o n t h at is n’t a v ail a bl e i n a p u blis h e d f or m. ( Eri kss o n & K o v al ai n e n 2 0 0 8.) 
T h e i nt er vi e w str u ct ur e is pr es e nt e d i n A p p e n di x 1.  
T h e i nt er vi e w i nf or m a nt w as M atil d a M or eli us, A n di at a’s D esi g n er a n d M a n a g er of 
A n di at a P aris. S h e is  t h e d a u g ht er of t h e c o m p a n y’s f o u n d er T arj a R a nt a n e n  a n d t h us 
v er y  f a mili ar  wit h  c o m p a n y’s  o p er ati o ns .  M or eli us  w as  a  gr e at  s o ur c e  f or  t h e 
c o m p a n y’s str at e g y r el at e d i nf or m ati o n, b e c a us e s h e is i n v ol v e d wit h m a n y pr o c ess es 
fr o m d esi g n t o i nt er n ati o n ali z ati o n a n d m ar k eti n g. S h e h as t a k e n t h e c o m p a n y a br o a d 
t o P aris a n d als o st u di e d f ashi o n m ar k eti n g t h er e  ( M or eli us 2 0 1 9), w hi c h s u p p orts h er 
e x p ertis e e v e n m or e.  
T h e  i nt er vi e w  f o c us es  o n  t h e  c o m p a n y’s  b a c k gr o u n d,  v al u es ,  s ust ai n a bilit y a n d 
s ust ai n a bl e m ar k eti n g. T h e i nt er vi e w str u ct ur e d o es n’t e ntir el y f oll o w t h e t h e or eti c al 
p art’s str u c t ur e, b e c a us e t h e ai m w as t o fi n d v ari a bl e s u p p orti n g d at a t hr o u g h m or e 
o p e n -e n d e d q u esti o ns.  
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T h e  i nt er vi e w  w as  c o n d u ct e d  vi a  p h o n e  b e c a us e  t h e  i nt er vi e w e e  li v es  a br o a d.  T h e 
i nt er vi e w w as r e c or d e d f or r es e ar c h a n al y zi n g p ur p os es. T h e q u esti o ns w er e pr es e nte d 
i n  Fi n nis h,  b e c a us e  it  is  t h e  p arti ci p a nts’  m ot h er  t o n g u e.  Aft er  t h e  i nt er vi e w,  t h e 
i nt er vi e w e e’s  a ns w ers  w er e  tr a ns cri b e d,  c ol or-c o d e d  a n d  or g a ni z e d  aft er  t h e 
t h e or eti c al fr a m e w or k. Aft er tr a ns cri bi n g t h e r e c or di n gs, t h e a ns w ers w er e tr a nsl at e d 
t o E n glis h, i n or d er t o m a k e t h e st u d y m or e c o h er e nt a n d e asi er t o u n d erst a n d. S o m e 
u n n e c ess ar y r e p e at e d w or ds w er e d el et e d fr o m t h e q u ot es.  
T h e s e c o n d ar y e m piri c al r es e ar c h m at eri al w as c oll e ct e d t o s u p p ort t h e i nt er vi e w. T h e 
p arti c ul ar pi e c es w er e c h os e n b as e d o n t h e i nt er vi e w m at eri al; M or eli u s ( 2 0 1 9) n a m e d 
t h at  A n di at a’s  m ost  i m p ort a nt  m ar k eti n g  c h a n n els  ar e  n e wsl ett ers,  s o ci al  m e di a, 
w e bsit e a n d P R wit h c h os e n m a g a zi n es a n d p u bli c a ct ors. T h us, it w as c h os e n t o f o c us 
o n t h e n e wsl ett er , so ci al m e di a  a n d w e bsit e fr o nt p a g e.  
T h e  n e wsl ett er  i n  q u esti o n ( A p p e n di x  2) w as  c h os e n  b e c a us e  it r epr es e nts  t h e 
c o m p a n y’s vis u al st yl e w ell a n d hi g hli g hts s ust ai n a bl e v al u es. It c a m e o ut d uri n g t h e 
r es e ar c h ti m e, o n 1 2 t h of S e pt e m b er 2 0 1 9 , s o it w as t o pi c al. It s h o ws a gr e at e x a m pl e 
of c o m m u ni c ati o n wit hi n t h e c o m p a n y’s s ust ai n a bl e m ar k eti n g str at e g y.  
T h e I nst a gr a m p ost i n q u esti o n ( A p p e n di x 3) w as c h os e n t o r e pr es e nt o n e t y p e of  t h e 
c o m p a n y’s  s o ci al  m e di a  b e h a vi or ,  b e c a us e  it  a d v ertis es  m a n y  cl ot hi n g  pi e c es  a n d 
d es cri b es t h e c o m p a n y’s Fi n nis h ori gi n t hr o u g h Fi n nis h n at ur e . It als o r e pr es e nts t h e 
c o m p a n y’s  vis u al  st yl e  a n d  i n cl u d es  t h eir oft e n -us e d  h as ht a gs,  s u c h  as 
# d esi g nt h atl asts.  It h as b e e n p u blis h e d o n 2 4t h of S e pt e m b er 2 0 1 9 . 
T h e F a c e b o o k p ost i n q u esti o n ( A p p e n di x  4) w as c h os e n t o r e pr es e nt ot h er t y p e of t h e 
c o m p a n y’s s o ci al m e di a  a cti o ns . T h e p ost i n q u esti o n diff er e nti at es fr o m  t h e I nst a gr a m 
p ost, b e c a us e it a n n o u n c es i nf or m ati v e c o nt e nt , w hil e  als o i m pri nt i n g t h e c o m p a n y’s 
v al u es. T h e p ost als o d es cri b es  t h e c o mp a n y’s c o -o p er ati o n a n d P R c o m m u ni c ati o n  
a cti o ns , b e c a us e it a n n o u n c es c oll a b or ati o n wit h S w e dis h e ntr e pr e n e ur a n d i nfl u e n c er 
Is a b ell a L ö w e n gri p. T h e p ost w as p u blis h e d o n 2 4t h of M ar c h 2 0 1 9 a n d a p p e ars t o b e 
o n e of t h e m ost r e c e nt  i nfl u e n c er c oll a b or ati o ns  of t h e br a n d.  
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I n  a d diti o n  t o  t h es e,  t h e  c o m p a n y’s  w e bsit e  fr o nt p a g e htt ps:// w w w. a n di at a.fi  
( A p p e n di x 5 ) w as c h os e n t o b e a n al y z e d, i n t h e f or m it w as o nli n e o n  1 st of N o v e m b er 
2 0 1 9.  I w as  s e e n t h at  t h e  w e bsit e  g at h ers  t o g et h er  t h e  m ost  i m p ort a nt  m ar k eti n g 
m ess a g es t h e c o m p a n y w a nts t o bri n g u p at t h e c urr e nt ti m e, w hi c h m a k es it r el e v a nt 
f or t h e w h ol e pi ct ur e. 
T h e m ar k eti n g m at eri als ar e a n al y z e d b y  e x a mi ni n g t h eir vis u al a n d t e xt u al el e m e nts, 
es p e ci all y s ust ai n a bilit y as p e cts i n mi n d.   
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5  E M PI R I C A L A N A L Y SI S  
T his  c h a pt er st u di es t h e  e m piri c al  r es e ar c h  m at eri al b as e d  o n  t h e m es t h at  w er e 
pr es e nt e d i n t h e  t h e or eti c al fr a m e w or k: f as hi o n m ar k eti n g, s ust ai n a bl e m ar k eti n g, a n d 
t h e st e ps of s ust ai n a bl e f as hi o n m ar k eti n g str at e g y. T h e  first t w o s u b c h a pt ers  5. 1 – 5. 2  
a d dr ess  t h e e m piri c al b as e  of f as hi o n m ar k eti n g a n d s ust ai n a bl e m ar k eti n g, a n d t h e 
s u b c h a pt ers  5. 3 – 5. 8  f oll o w  t h e  s ust ai n a bl e  m ar k eti n g  str at e g y  st e ps  d efi n e d  i n  t h e 
pr e vi o us c h a pt er. T h e l ast s u b c h a pt er 5. 9  dr a ws t o g et h er t h e r es ults of  t h e e m piri c al 
c as e st u d y. T h e e m piri c al r es ults a n d t h e t h e or eti c al fr a m e w or k will b e dis c uss e d i n 
c h a pt er 6 a n d c o n cl u d e d i n t h e fi n al c h a pt er 7.  
 
E a c h s u b c h a pt er is s u m m ari z e d i n a t a bl e t h at s h o ws t h e t h e m e’s k e y el e m e nts b as e d 
t h e t h e or eti c al str u ctur e a n d c as e r es e ar c h . If n e w el e m e nts or es p e ci all y hi g hli g ht e d 
f a ct ors h a v e a p p e ar e d  fr o m  t h e  m at eri al,  t h e y  h a v e  b e e n writt e n  i n it ali cs. E a c h 
el e m e nt’s m ost i m p ort a nt f a ct ors ar e pr es e nt e d  o n t h e ri g ht si d e.   
5. 1  F as hi o n m a r k eti n g  
T h e i nt er vi e w cr yst alli z es  t h at t h e br a n d k n o ws t h eir m ar k et di visi o ns a n d pri c e r a n g e  
w ell .  It  als o  b e c o m es  cl e ar  t h at  t h e  m ar k et  di visi o ns  ar e n’t  j ust  a b o ut  t h e  pr o d u ct 
r a n g es, b ut als o i n cl u d e t h e pr o d u ct q u aliti es a n d c h ar a ct eristi cs. 
“[ …]  w e ar e a hi g h -e n d w o m e n ’s r e a d y -t o-w e ar br a n d. ”  
“ N o , w e  d o n’t  h a v e (s h o es),  or  p urs es,  w e  f o c us  o n  w o m e n’s  cl ot hi n g  a n d 
a c c ess ori es, a n d t h e f a ct t h at o ur pr o d u cts ar e of g o o d q u alit y, fit w ell a n d l ast 
y e ar aft er y e ar f or o ur c ust o m ers. ”  
T h e  i nt er vi e w cl e arl y s u p p ort s  t h e  f a ct  t h at  A n di at a’s  m ar k eti n g  is  m or e  m ar k et 
c e nt er e d t h a n d esi g n c e nt er e d . H o w e v er, it s h o ul d b e n ot e d t h at t h e br a n d als o i n v ests 
hi g hl y i n d esi g n a n d f oll o wi n g t h e tr e n ds, w hi c h c a n b e c o nsi d er e d t o s u p p ort t h at t h e 
br a n d’s  m ar k eti n g  f oll o ws  E as e y’s  ( 2 0 0 9)  pr e vi o usl y  m e nti o n e d  f as hi o n  m ar k eti n g 
c o n c e pt.  
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 “[ …] w e’ v e al w a ys h a d t h e f a ct t h at w e w a nt t o m a k e c o m m er ci al c oll e cti o ns 
t h at w o m e n a ct u all y w a nt t o w e ar y e ar aft er y e ar, it’s r e m ar k a bl y i m p ort a nt, all 
t h e f e e d b a c k w e g et fr o m o ur s al es, B 2 C s al es, is m o nit or e d c o nst a ntl y. W h at 
c uts t h e y li k e, w h at q u alit y t h e y li k e, w h at t h e y d o n’t li k e, a n d t h e n o ur d esi g n 
t e a m r e a cts t o t his i nf or m ati o n a n d b as e d o n t h at w e ma k e t h e c oll e cti o ns [ …] 
it  m a k es  s e ns e  t h at  w e  list e n  t o  w h at  t h e  c ust o m er  w a nts  a n d  t h e n  a nti ci p at e 
w h at t h e c ust o m er c o ul d w a nt i n t h e f ut ur e s o w e c a n cr e at e  s o m et hi n g n e w f or 
t h e m. W e als o h a v e i nf or m ati o n a b o ut w h at h as w or k e d b ef or e a n d w e m o nit or 
it [ …] ”  
T h e i nt er vi e w r e v e als t h at m ar k eti n g is cr u ci all y i m p ort a nt i n t h e f as hi o n i n d ustr y. T h e 
c o m p a n y alt ers t h eir m ar k eti n g g e o gr a p hi c all y. It a p p e ars t o b e b e n efi ci al t o h a v e a 
fl e xi bl e or g a ni z ati o n al str u ct ur e s o t h at diff er e nt t e a ms c a n w or k t o g et h er.  It w as als o 
m e nti o n e d  t h at  b e c a us e  t h e  c o m p a n y  is s m all, it  all o ws e v er y o n e t o  t a k e  p art  i n 
w or ki n g  wit h m ar k eti n g.  
 “ W ell, w e r e all y p ut  a l ot of  eff ort i n m ar k eti n g, it pl a ys a cr u ci al r ol e es p e ci all y 
i n t o d a y’s w orl d, a n d if y o u w a nt t o m a k e it i n t his i n d ustr y y o u n e e d t o b e a w a k e. 
W e  h a v e  s e p ar at e d  m ar k eti n g  t e a m  f or  P aris’  m ar k eti n g,  b e c a us e  t h er e  ar e 
diff er e nt  c y cl es  s o  w e  n e e d  t o  alt er  t h e  Fi n nis h  m ar k eti n g  t o  Fr a n c e  [ …]  W e 
h a v e r e all y fl e xi bl e t e a ms a n d w e pl a y wit h i d e as t o g et h er, b et w e e n s al es a n d 
d esi g n t e a ms, b e c a us e e v er yt hi n g is a b o ut t h e pr o c ess [ …] if m ar k eti n g t ells t h at 
t his pr o d u ct h as s ol d w ell, it is t ol d t o o ur d esi g n t e a m s o t h at t h e y c a n r e a ct a n d 
m a k e it als o n e xt s e as o n .”  
In t h e r es e ar c h d at a it  w as als o hi g hli g ht e d t h at br a n di n g pl a ys  a si g nifi c a nt r ol e i n 
f as hi o n m ar k eti n g a n d t h at c o m p a ni es n e e d t o b e a bl e t o r e n e w t h e ms el v es c o nst a ntl y. 
I n  or d er t o b e  a bl e  t o aff e ct  t h e  c o ns u m ers  p ur c h asi n g  d e cisi o n ,  diff er e nti ati o n  is 
cr u ci al.  T h e e m p h asis a p p e ars t o b e o n br a n di n g; cr e ati n g t h e ki n d of br a n d t h at t h e 
c o ns u m ers w a nt t o st a n d b e hi n d  of . 
“ S e as o ns ar e r e all y i m p ort a nt a n d n e e d t o b e m o nit or e d c ar ef ull y, br a n di n g is 
e xtr e m el y i m p ort a nt, a n d  y o u  n e e d  c o nst a ntl y  r e n e w  y o urs elf  als o  i n  t h e 
m ar k eti n g, y o u c a n’t st a y still. It’s n ot t h e s a m e f u n n el y o u s ell t o y o ur c ust o m er 
all t h e ti m e, y o u h a v e c o nst a ntl y diff er e nt o n es, 2 0 0 cl ot hi n g c oll e cti o ns t h at y o u 
c o m m u ni c at e  t o  c ust o m ers  [ …]  p utti n g  all  t h at  i n  s u c h  p a c k a g e  t h at  is 
i nt er esti n g a n d m a k es t h e c o ns u m er f e el t h e y w a nt t o b u y e x a ctl y t h at o n e c o at 
a m o n g t h e 2 0 0 ot h ers [ …] t h at t h e y c a n f e el t h e y w a nt t o s u p p ort t h e br a n d i n 
q u esti o n [ …] it’s a b o ut st or yt elli n g. ”  
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T a bl e 4. F as hi o n m a r k eti n g  b as e d o n e m pi ri c al m at e ri al . 
F as hi o n m a r k eti n g  C o nt e nt  
 
M ar k et di visi o n  
 
o  Cl e arl y  i d e ntifi e d m ar k et  di visi o n  
o  C oll e cti o ns  
o  Pri c e r a n g e  
o  L e v el: r e a d y -t o-w e ar or h a ut e -c o ut ur e  
o  Pr o d u ct c h ar a ct eristi cs  
  
C h ar a ct eristi cs  
 
 
 
 
 
Or g a ni z ati o n al str u ct ur e  
 
 
 
 
o  M ar k et c e ntri cit y  o v er d esi g n 
c e ntri cit y  
o  Br a n di n g  
o  Diff er e nti ati o n  
o  R e n e wi n g  c o nst a ntl y  
 
o  Fl e xi bl e str u ct ur e  
o  C o -o p er ati o n  
o  E a c h or g a ni z ati o n al l e v el w or ks wit h 
m ar k eti n g  
 
 
 
5. 2  S ust ai n a bl e m a r k eti n g  
T h e  i nt er vi e w  e m p h asi z es  t h at  t h e  c o m p a n y’s  s ust ai n a bl e  v al u es  h a v e  al w a ys b e e n 
pr es e nt  b ut c o m m u ni c ati n g t h e m  h as n’t al w a ys b e e n t h e  f o c us.  
“ F or t h e 3 3 y e ars t h at o ur br a n d h as e x ist e d, it (s ust ai n a bilit y ) h as b e e n a p art 
of o ur c o m p a n y’s D N A b ut w e h a v e n’t pr e vi o usl y c o m m u ni c at e d it t h at m u c h. 
[ …]  Of  c o urs e  y o u  c a n  s a y  t h at  it  (s ust ai n a bilit y) is  p art  of  t h e  m ar k eti n g 
str at e g y, b ut as s ai d,  It’s al w a ys b e e n p art of o ur br a n d a n d a m att er of h e art 
f or  us,  t h e  w h ol e  t e a m  a n d  m y  m ot h er.  T h at  y o u  m a k e  t h e  pr o d u cts  a n d t h e 
c o m p a n y pr o p erl y. ”  
N o w a d a ys , als o  c o m m u ni c ati n g  s ust ai n a bilit y  a p p e ars  t o  b e  v er y  visi bl e  i n  t h e 
c o m p a n y.  T h us, b e c a us e t h e c o m p a n y  h as hi g hl y i nt e gr at e d s ust ai n a bl e v al u es  a n d it 
c o m m u ni c at es t h e m, it c a n b e s e e n t h at it a d a pts e xtr e m e gr e e n m ar k eti n g str at e g y ( s e e 
gr e e n m atri x of Gi ns b er g & Bl o o m 2 0 0 4: 8 0 vi a Kir e zli & K a v at a z Yi git 2 0 1 7: 1 1 3 –
1 1 4).   
“ O n o ur w e bsit e w e i nf or m c o nst a ntl y (a b o ut s ust ai n a bilit y ), n e wsl ett ers i nf or m 
c o nst a ntl y [ …] t h e pr o d u ct l a b els als o i nf or m, if t h e y ar e f or e x a m pl e m a d e of 
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s ust ai n a bl e w o ol s o t h e l a b el t ells s h ortl y a b o ut it a n d w h er e t o g et i nf or m ati o n 
aft er w ar ds . " 
T h e s ust ai n a bl e c o m m u ni c ati o n  is cl e arl y visi bl e i n t h e c o m p a n y’s di git al m ar k eti n g 
(s e e  A p p e n dic es  2 – 5) .  T h e  n e wsl ett er  i n  q u esti o n  st at es  “ T h e  gr e e n  r e visi o n ”  a n d 
i ntr o d u c es  t h e  c o m p a n y’s  n e w est  e c o-fri e n dl y  pi e c es.  T h e  t e xt  m e nti o ns  w h at 
e n vir o n m e nt all y m at eri als h a v e b e e n us e d a n d  i nf or ms t h e c ust o m er t h at 1 5 % of t h e 
p ur c h as es m a d e o n t h at d at e will b e d o n at e d t o W W F. T his c a n b e s e e n as s h o wi n g a n 
e x a m pl e of d o n ati n g t o a g o o d c a us e. T h e  pi ct ur es us e d i n di git al m ar k eti n g c a n als o 
b e  s e e n  t o c o m m u ni c at e s ust ai n a bilit y ,  as  t h e y  hi g hli g ht  n at ur e  a n d t h e  s ust ai n a bl e 
m at eri als ,  w hi c h t h e  vi e w ers ar e  als o  i nf or m e d  of . T h e  s a m e  t h e m es  ar e  cl e arl y 
c o m m u ni c at e d als o i n s o ci al m e di a (s e e A p p e n di x 3) a n d o n t h e c o m p a n y’s w e bsit e 
(s e e A p p e n di x 4). All m ar k eti n g m at eri als i m pri nt t h e br a n d’s Fi n nis h ori gi n t hr o u g h 
n at ur e, ass ess s ust ai n a bilit y t hr o u g h v er b al e x pr essi o ns ( e. g. ‘s ust ai n a bl e m at eri als’ ) 
a n d c o m m u ni c at e q u alit y ( e. g. ‘ #l asti n gf as hi o n’). Als o t h e br a n d’s P R c oll a b or ati o n, 
w hi c h is pr es e nt e d i n t h e a n al y z e d  F a c e b o o k p ost (s e e A p p e n di x 3), i n cl u d e s w or k o n 
s ust ai n a bilit y  (“ Dis c ussi o ns of s ust ai n a bilit y, f e m al e e m p o w er m e nt [...] ” ). 
 
It s e e ms cl e ar t h at t h e c o m p a n y h as a c ert ai n str at e gi c pl a n f or s ust ai n a bilit y; t h e y ai m 
t o m a k e l asti n g pr o d u cts  a n d t h at w a y r e d u c e c o ns u m pti o n i n t h e f ut ur e.  T his c o nfir ms 
t h at t h e br a n d’s s ust ai n a bl e m ar k eti n g is f ut ur e ori e nt e d.  
“ T h e m ost i m p ort a nt e n vir o n m e nt al a ct y o u c a n d o  is y o ur pr o d u ct t h at l asts. 
A n d t h at y o u i nf or m t h e c ust o m ers t h at h e y, w h e n b u yi n g t his pr o d u ct, y o u d o n’t 
n e e d t o b u y a n ot h er o n e n e xt y e ar, y o u c a n us e it f or m a n y y e ars .”  
T a bl e 5. S ust ai n a bl e m a r k eti n g  b as e d o n e m pi ri c al m at e ri al . 
S ust ai n a bl e m a r k eti n g  C o nt e nt  
 
V al u es  
 
Str at e g y f or s ust ai n a bilit y  
 
C o m m u ni c ati o n  
 
 
o  Cl e ar s ust ai n a b l e v al u es 
 
o  L asti n g pr o d u ct  
 
o  I nf or mi n g t h e c o ns u m er 
o  E d u c ati n g t h e c o ns u m er  
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5. 3  Missi o n a n d o bj e cti v es  
T h e i nt er vi e w cr yst alli z es t h at a s ust ai n a bl e f as hi o n m ar k eti n g str at e g y n e e ds a cl e ar 
missi o n t h at hi g hli g hts t h e s ust ai n a bilit y as p e cts, b ut als o st at e s t h e c o m p a n y’s t ar g et 
c ust o m er a n d pr o d u ct st yl e.  
“ O ur missi o n is t o pr o d u c e q u alit y cl ot h es f or t o d a y’s m o d er n w o m a n d es pit e 
h er a g e. ”  
T h e c o m p a n y’s visi o n a p p e ars t o hi g hli g ht t h eir v al u es a n d f ut ur e -ori e nt ati o n.  
 “[ …] w ell, w e ar e t h at alr e a d y, b ut als o i n t h e f ut ur e w e w a nt t o b e  a q u alit y 
w o m e n’s  cl ot hi n g  br a n d  t h at  c o m bi n es  e c o -fri e n dli n ess,  r es p o nsi bilit y  a n d 
t e c h n ol o g y. T h os e ar e t h e v al u es w e f o c us o n, w e h a v e a v er y g o o d b as e alr e a d y, 
b ut I  w o ul d  s e e t h at as a visi o n w e w o ul d f o c us o n t h es e ar e as e v e n m or e i n t h e 
f ut ur e. ” 
T h e or g a ni z ati o n al, c o ns u m er a n d s o ci et al g o als b e c o m e cl e ar t hr o u g h t h e i nt er vi e w 
m at eri al , w hi c h s u p p orts B el z & P e atti e’s ( 2 0 1 2: 2 4) vi e ws. A n di at a’s or g a ni z ati o n al 
o bj e cti v e  hi g hli g hts  gr o wi n g  t h eir  r et ail  n et w or k  a n d  o w n  st or es  as  w ell  as  B 2 B 
c ust o m ers, w hil e k e e pi n g t h e br a n d i m a g e st a bl e. T h e c o ns u m er o bj e cti v e e m p h asi z es 
e d u c ati n g t h e c o ns u m ers a b o ut s ust ai n a bilit y, w hi c h c a n als o b e c o nsi d er e d as a p art 
of t h e s o ci et al g o al. T h e s o ci et al g o al hi g hli g hts t h e f a ct  t h at a c c or di n g t o M or eli us 
( 2 0 1 9), t h e f as hi o n i n d ustr y’s pr o c ess es n e e d t o b e c h a n g e d i nt o m or e s ust ai n a bl e. 
T h e  e m piri c al  m at eri al  e m p h asi z es  t h e  f a ct  t h at  a  c o m p a n y  s h o ul d  vi e w  t h eir 
o bj e cti v es i n diff er e nt di m e nsi o ns a n d n ot o nl y f o c us o n t h e or g a ni z a ti o n al as p e cts. 
 “[ …] o ur g o al is t o gr o w o ur o w n r et ail n et w or k i n c ert ai n t ar g et c o u ntri es a n d 
citi es, w hil e  als o  d oi n g it wit h o ur o w n st or es. I f e el it is r e all y i m p ort a nt t h at 
w h e n y o u g o t o a n ot h er m ar k et, y o u c a n bri n g t h e br a n d i m a g e t h er e e x a ctl y i n 
t h e ri g ht w a y a n d as a w h ol e, w h e n y o u h a v e y o ur o w n st or e a n d a pr es e n c e s o 
t h e c ust o m er u n d erst a n ds w h at A n di at a is all a b o ut. ” 
“[ …] of c o urs e , i n t h e f ut ur e wit h t h e c h os e n B 2 B p art n ers, d e p art m e nt st or es 
a n d i n w hi c h of t h e m w e w a nt t o b e s e e n, as w ell as t h e i m p ort a nt e -c o m m er c e 
r et ail ers t h at w e f o c us o n. ”  
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“[ …] a n d t h e n of c o urs e w e w a nt t o i nf or m t h e c o ns u m er t h at it’s i m p ort a nt t o 
t hi n k w h at ki n d of s h o p pi n g d e cisi o ns t o m a k e, y o u s h o ul d r at h er b u y o n e bl az er 
a n d  us e  it  f or  t e n  y e ars  i nst e a d  of  b u yi n g  s o m et hi n g  t h at  o nl y  l asts  f or  o n e 
s e as o n. As a st arti n g p oi nt w e w a nt o ur c ust o m ers t o t hi n k a b o ut t his a n d t h at 
t h e y w o ul d f e el g o o d w h e n b u yi n g o ur pr o d u ct a n d us e it f or l o n g aft er w ar ds. ” 
“I n  t h e  f as hi o n  i n d ustr y  w e’r e  d e ali n g  wit h  v er y  bi g  pr o bl e ms  [i n 
s ust ai n a bilit y].  [ …] w e w a nt t o d o o ur p art i n t a c kli n g t h e t h e m [ …] e v er yt hi n g 
n e e ds t o c h a n g e ”  
T a bl e 6. Missi o n a n d o bj e cti v es.  
Missi o n a n d  o bj e cti v es  C o nt e nt  
 
Missi o n  
 
o  Cl e ar missi o n  
o  Hi g hli g ht o n t h e s ust ai n a bl e v al u es , 
t ar g et c ust o m er a n d pr o d u ct st yl e 
  
O bj e cti v es  
 
o  Or g a ni z ati o n al, c o ns u m er a n d s o ci et al 
g o als  
o  E d u c ati n g t h e c ust o m er  
o  I m p a cti n g t h e i n d ustr y 
 
Visi o n  
 
 
o  V al u es  
o  F ut ur e ori e nt ati o n  
 
 
 
5. 4  M a r k et a n d e n vi r o n m e nt a n al ysis  
T h e r es e ar c h m at eri al hi g hli g hts t h e c o nti n u o us c h a n gi n g b usi n ess e n vir o n m e nt of t h e 
f as hi o n i n d ustr y, w hi c h a g ai n e m p h asi z es t h e i m p ort a n c e of d oi n g r es e ar c h o n m ar k et 
a n d b usi n ess e n vir o n m e nts. M or eli us ( 2 0 1 9) als o st at es t h at t his is w h y t h e br a n d als o 
n e e ds t o c o nst a ntl y r e n e w its elf, w hil e k e e pi n g its c or e.  
“ F as hi o n  as  a  b usi n ess  is  g oi n g  t hr o u g h  a  c o nti n u o us  bi g  tr a nsf or m ati o n,  e -
c o m m er c e a n d all n e w i nf or m ati o n w h e n it c o m es t o s ust ai n a bilit y a n d h o w t h e 
c oll e cti o ns ar e l a u n c h e d , a n d b asi c all y t h e w h ol e f as hi o n as a b usi n ess [ …] ”  
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It is e m p h asi z e d t h at c o m p etit or a n al ysis is a n i m p ort a nt p art of t h e m ar k et a n al ysis. It 
s h o ul d b e d o n e i n all m ar k eti n g c h a n n els a n d p h ysi c al r et ail s t or es. It s h o ul d als o b e 
n ot e d t h at as t h e br a n d c h a n g es, it mi g ht f a c e diff er e nt c o m p etiti o n t h a n b ef or e.  
“ Of c o urs e, it is v er y i m p ort a nt t o f oll o w w h at’s h a p p e ni n g i n t h e m ar k ets, w h at 
ar e t h e n e w br a n ds, h o w ar e o ur c o m p etit ors d oi n g a n d w hi c h dir e cti o ns t h e y’r e 
t a ki n g.  [ …]  w h at  ki n ds  of  tr a nsf or m ati o ns  ar e  h a p p e ni n g  i n  t er ms  of 
s ust ai n a bilit y, it cr a v es of c o urs e t h at y o u f oll o w pr e cis el y w h at t h e c o m p etit ors 
ar e d oi n g a n d t o w hi c h dir e cti o n, t o st a y o n t o p of t h e m s o t o s a y [ …] w h at t h e y 
d o i n  diff er e nt c h a n n els, i n p h ysi c al r et ail e n vir o n m e nt, s o ci al m e di a str at e g y, 
t h e br a n d dir e cti o n. ” 
“ Of c o urs e , o ur c o m p etit ors h a v e c h a n g e d fr o m w h at t h e y w er e 6 – 1 0 y e ars a g o 
b e c a us e o ur br a n d h as als o r e n e w e d [ …] ”  
 “ W h e n w e w e nt t o P aris , I b e n c h m ar k e d ot her br a n ds a n d c h e c k e d w h er e t h e 
c o m p etit ors ar e, w hi c h str e et is g o o d [ …] ”  
T h e  i nt er vi e w  s h o ws  t h at  i n  f as hi o n,  tr e n ds  pl a y  a  m aj or  p art  i n  cr e ati n g  t h e  n e w 
pr o d u cts a n d c oll e cti o ns. T h e i nt er vi e w cl e arl y st at es t h at a n al y zi n g tr e n ds s h o ul d  b e 
i n cl u d e d i n t h e e n vir o n m e nt a n al ysis a n d t h e pr o d u ct d esi g n pr o c ess . 
( a b o ut  t h e  pr o d u cti o n  a n d  d esi g n  pr o c ess) “[ …] It  st arts  wit h  l o o ki n g at  t h e 
tr e n ds, a n d w h at h as s ol d l ast y e ar [ …]  t h e n w e l o o k at t h e tr e n d b o ar ds a g ai n 
[ …]  t h e n w e g o t o Pr e mi er e Visi o n ( a gl o b al f as hi o n e v e nt) [ …] ”  
It a p p e ars t h at t h e c o m p a n y is o n t o p of c urr e nt m a cr o tr e n ds, b ut n o a ct u al m a cr o 
e n vir o n m e nt r es e ar c h d o es n’t s e e m t o b e c arri e d  o ut  b as e d o n t h e i nt er vi e w d at a . 
“ S ust ai n a bilit y i s v er y r el e v a nt t h es e d a ys a n d it c a n b e c all e d a tr e n d, a tr e n d 
t h at c o v ers e v ery t hi n g fr o m cl ot hi n g t o f o o d a n d lif est yl e a n d is visi bl e o n all 
pr o d u cti o n l e v els. ”  
T a bl e 7. M a r k et a n d e n vi r o n m e nt a n al ysis.  
M a r k et a n d e n vi r o n m e nt a n al ysis  C o nt e nt  
 
M ar k et a n al ysis  
 
o  C o nst a ntl y tr a nsf or mi n g b usi n ess 
e n vir o n m e nt  
o  R e n e wi n g t h e br a n d  
  
C o m p etit or a n al ysis  
 
o  I n all m ar k eti n g c h a n n els 
  
6 3  
 
Tr e n d a n al ysis  
 
o  Cr u ci al f or t h e f ut ur e pr o d u ct 
c oll e cti o ns  
 
 
 
5. 5  S T P p r o c ess: s e g m e nt ati o n, t a r g eti n g a n d p ositi o ni n g  
W h e n  it  c o m es  t o s e g m e nt ati o n ,  th e  i nt er vi e w  m at eri al  s u g g ests  t h at  i n  f as hi o n, 
c o ns u m er b e h a vi or d o es n’t b as e o n t h e c o ns u m ers’ d e m o gr a p hi cs, b ut r at h er t o t h eir 
p ers o n al  st yl e  a n d  li ki n g.  T h us,  it  a p p e ars  t h at  a  f as hi o n  br a n d’s  s e g m e nt ati o n 
s h o ul d n’t b e d o n e b y d e m o gr a p hi cs; t h e c o ns u mi n g b e h a vi or a n d tr e n d i nt er ests pl a y 
a bi g g er r ol e.  
 “[ …] a g e is a v er y diffi c ult s e g m e nt, b ut I’ d r at h er t al k a b o ut t h e tr e n di n ess, 
t h er e ar e c ust o m ers w h o  ar e tr e n di er, w h o w a nt t o b u y a p air of s e q ui n p a nts 
a n d a s e q ui n t o p t o g et h er a n d b u y a r e all y fl a s hi n g r e d c o at wit h b e a utif ul c ut. 
As a b al a n c e, t h e s a m e c o at als o c o m es i n bl a c k a n d b ei g e f or t h e c ust o m er w h o 
s e e ks t h e cl assi c w ar dr o b e c or n erst o n es, s o t h at t h er e is als o a n alt er n ati v e f or 
h er. I’ d s a y t h at I w o ul d n’t a ct u all y s e g m e nt b y a g e b ut r at h er t h e c o ns u mi n g 
b e h a vi or b e c a us e it c a n b e t h at t h e 7 0 y e ar ol d w o m a n w a nts t h e r e d c o at a n d 
t h e s e q ui n p a nts b ut t h at a w o m a n i n o ur a g e (i n t h eir 2 0s) w a nts t h e cl assi c al 
w o ol c o at a n d a p air of wi d e bl a c k p a nts. ”  
H o w e v er, it s e e ms t h at t h e m or e t y pi c a l a g e gr o u ps s h o ul d b e t a k e n i nt o a c c o u nt w h e n 
d esi g ni n g t h e c oll e cti o ns s o t h at t h e t ar g et a u di e n c e is k e pt f airl y o p e n.   
 “[ …] a n d s ur el y, w e s e g m e nt es p e ci all y w h e n d esi g ni n g t h e c oll e cti o ns, it is 
v er y ess e nti al t h at t h e c oll e cti o n i n cl u d es s o m et hi n g f or e v er y a g e gr o u p. ” 
G e o gr a p hi c al s e g m e nti n g d o es n’t a p p e ar v er y cl e arl y i n t h e i nt er vi e w, b ut it c a n b e 
i nt er pr et e d t o e xist b e c a us e of t h e i nt er n ati o n ali z ati o n: i n t h e m at eri al it a p p e ar e d t h at  
t h e c o m p a n y alt ers t h eir m ar k eti n g diff er e ntl y i n Fr e n c h m ar k ets t h a n i n Fi nl a n d.  
C o n c er ni n g t ar g eti n g, th e  t ar g eti n g str at e g y hi g hli g hts t h e b al a n c e b et w e e n k e e pi n g 
ol d  a n d  pr ofit a bl e  c ust o m ers  a n d  g etti n g  n e w  c o ns u m ers  t o  b e c o m e  c ust o m ers. It 
s e e ms t h at t ar g eti n g is n’t diff er e nti at e d i n pr o d u cts; all pi e c es of t h e c oll e cti o ns ar e 
m ar k et e d t o all s e g m e nts  or e . g. a g e gr o u ps. 
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“[ …] o ur c o ns u m ers ar e cl e arl y y o u n g er t h es e d a ys, w hi c h is a p ositi v e t hi n g, 
i n a d diti o n t o o ur o w n g o o d ol d r e g ul ars w h o st a y tr u e t o us, t o fi n d t h e b al a n c e 
i n m ar k eti n g is v er y i m p ort a nt b e c a us e it is r e m ar k a bl y m or e diffi c ult t o wi n n ew 
c o ns u m ers t o o n e’s si d e or t h at t h e n e w c ust o m ers b e c o m e as pr ofit a bl e f or us 
as t h e ol d o n es [ …] w h o c o m e t o us a g ai n a n d a g ai n a n d tr ust a n d k n o w w h at 
A n di at a is, t o fi n d t h e b al a n c e i n attr a cti n g  t h e n e w c o ns u m ers t o g et t o k n o w 
t h e br a n d a n d at t h e sa m e ti m e k e e p t h e ol d c o ns u m ers w h o h a v e b e e n l o y al t o 
t h e br a n d [ …] ” 
H o w e v er,  t h e  m at eri al  s h o ws  t h at  diff er e nt  s e g m e nts  c a n  b e  t ar g et e d  wit h  diff er e nt 
ki n d of c o m m u ni c ati o n  t hr o u g h diff er e nt s uit a bl e  c h a n n els, w h er e t h e y ar e t h e m ost 
li k el y t o b e f o u n d . T h us, c o m m u ni c ati o n st yl e mi g ht v ar y b y t h e m ar k eti n g c h a n n el i n 
q u esti o n.  T his  c a n  b e  i nt er pr et e d  als o  i n  t h e  a n al y z e d  m ar k eti n g  m at eri als:  t h e 
F a c e b o o k  p ost  c o m m u ni c at es  m or e  i nf or m ati v e  c o nt e nt  b e c a us e  it  a n n o u n c es  a 
c oll a b or ati o n,  a n d t h e I nst a gr a m p os t e x pr ess es t h e br a n d’s vis u al st yl e, h a vi n g v er y 
littl e t e xt b ut str o n g vis u al pi ct ur e (s e e A p p e n di c es 3– 4) . 
 “[ …] t h e y o u n g er p e o pl e d o n’t us e F a c e b o o k as m u c h as I nst a gr a m s o w e mi g ht 
b e m or e pl a yf ul o n I nst a gr a m a n d s h o w t h e br a n d’s f e el, b ut i n F a c e b o o k w e 
f o c us m or e o n s al es. ” 
W h e n  it  c o m es  t o p ositi o ni n g ,  t h e  i nt er vi e w  s h o w e d  t h at  t h e  br a n d’s  c o m p etiti v e 
a d v a nt a g e pl a ys a cr u ci al r ol e, w h e n s etti n g t h e br a n d i n r el ati o n t o its c o m p etit ors. 
T h e c o m p etiti v e a d v a nt a g e s e e ms t o i n cl u d e pr o d u ct c h ar a ct eri sti cs; st yl e, fit, pri c e 
a n d  q u alit y  r ati o,  as  w ell  as  c o m p ati bilit y.  T h e  m ar k et  r es e ar c h  h as  s h o w n  a  pri c e -
q u alit y r ati o g a p i n t h e Fr e n c h m ar k ets, w hi c h is w h er e A n di at a s e es  t h e y fit i n. T his 
als o cl e arl y st at es  t h at br a n di n g pl a ys a cr u ci al r ol e i n p ositi o ni n g. 
 ( A b o ut c o m p etiti v e a d v a nt a g e) “[ …] f or e x a m pl e n o w t h at w e’r e i n P aris [ …] 
t h at  w e  h a v e  a  st yl e t h at is  mi ni m alisti c  b ut  still  f e mi ni n e  at  t h e  s a m e  ti m e, 
Fr e n c h br a n ds h a v e f or e x a m pl e a l ot of r uffl es a n d t h e q u alit y d o es n’t al w a ys 
m at c h t h e pri c e, s o t h at w e h a v e a r e all y g o o d pri c e -q u alit y r ati o, w e h a v e v er y 
b e a utif ul d esi g n, gr e at c ol ors a n d g or g e o u s ti m el ess c oll e cti o ns t h at a p p e al t o 
w o m e n i n all a g es  [ …], t h at ar e e as y t o m a k e diff er e nt o utfits of a n d n ot j ust o n e 
pi e c e  b ut  y o u  c a n  b u y  a  c o at,  tr o us ers,  bl az er,  all  i n  t h e  s a m e  c ol or  w h e n  it 
b e c o m es  e as y  t o  c o m bi n e  [ …]  is  d efi ni tel y  o ur  str o n g est  c o m p etiti v e 
a d v a nt a g e .”  
“[ …] es p e ci all y b e c a us e w e ar e a 3 3 -y e ar -ol d br a n d s o w e n e e d t o k n o w h o w t o 
r e n e w e v er y n o w a n d t h e n b ut still k e e p t h e br a n d’s c or e cl e ar, a n d t h e br a n d 
i m a g e cl e ar f or t h e c ust o m ers, t his is w h at A n di at a is a n d w h at w e st a n d f or […] 
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s m all r e n e w als ar e of c o urs e n e e d e d e v er y n o w a n d t h e n b e c a us e o ur i n d ustr y 
is i n s u c h a bi g tr a nsf or m ati o n, e-c o m m er c e a n d n e w i n n o v ati o ns w h e n it c o m es 
t o s ust ai n a bilit y [ …] w e n e e d t o f oll o w cl os el y w h at t h e c o m p etit ors ar e d oi n g, 
t o st a y o n t o p of ev er yt hi n g  [ …] ”  
T h e  i nt er vi e w d at a  d o es n’t  es p e ci all y  hi g hli g ht  t h e  s ust ai n a bilit y  i n  t er ms  of 
s e g m e nti n g, t ar g eti n g or p ositi o ni n g. H o w e v er , it b e c a m e cl e ar t h at c o ns u m er b e h a vi or 
s h o ul d w or k as a s e g m e nti n g f a ct or. T h us, it c a n b e s ai d t h at t his is w h er e s ust ai n a bl e 
c o ns u m er b e h a vi or s h o ul d b e t a k e n i nt o a c c o u nt.  
T a bl e 8. S T P p r o c ess.  
S T P p r o c ess  C o nt e nt  
 
S e g m e nt ati o n  
 
o  Ps y c h o gr a p hi c a n d b e h a vi or al 
s e g m e nt ati o n  
o  S e g m e nti n g b y  lif est yl e a n d tr e n di n ess 
o  A g e is a c o m pli c at e d s e g m e nt  
o  U n d erst a n di n g c o ns u m er b e h a vi or  
  
T ar g eti n g  
 
o  B al a n c e b et w e e n k e e pi n g ol d 
c ust o m ers a n d att ai ni n g n e w o n es  
 
P ositi o ni n g  
 
 
 
 
 
 
 
 
o  C o m p etiti v e a d v a nt a g e p ositi o ns i n 
r el ati o n t o t h e c o m p etit ors 
o  Pri c e -q u alit y r ati o  
o  Pr o d u ct fit  
o  Pr o d u ct us e  
o  C oll e cti o ns  
o  Br a n di n g  
 
 
5. 6  D efi ni n g t h e m a r k eti n g mi x  
W h e n it c o m es t o c ust o m er s ol uti o n , fr o m t h e i nt er vi e w m at eri al it a p p e ars cl e arl y t h at 
t h e b as e f or s ust ai n a bl e f as hi o n m ar k eti n g is hi g hl y i n t h e pr o d u ct p art of t h e m ar k eti n g 
mi x. T h e m ost i m p ort a nt f a ct ors s e e m t o b e t h at t h e pr o d u cts ar e l o n g -l asti n g a n d m a d e 
of s ust ai n a bl e m at eri als.  
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 “[ …] e c o f a bri cs ar e v er y i m p ort a nt a n d w e f o c us o n t h e m, b ut at t h e e n d t h e 
b as e f or e v er yt hi n g is t h at t h e pr o d u cts l ast a n d t h e y’r e m a d e t o l ast, w hi c h is a 
r e all y i m p ort a nt p art of o ur m ar k eti n g .”  
“ 9 0 % of o ur m at eri als ar e of n at ur al /s ust ai n a bl e fi b ers, w e’r e k n o w n f or t h at. 
[ …]  w e  h a v e  s ust ai n a bl e  w o ol,  s ust ai n a bl e  c as h m er e,  or g a ni c  c ott o n,  o ur 
zi p p ers  ar e  m a d e  of  r e c y cl e d  pl asti c,  s o  m a n y  diff er e nt  t hi n g s.  L et  al o n e  t h e 
t hr e a d w e us e i n o ur s ust ai n a bl e w o ol pr o d u cts is or g a ni c t hr e a d [ …] t h e f a bri c 
lini n gs ar e m a d e of b a m b o o  or r e c y cl e d p ol y est er fr o m pl asti c b ottl es. T h e y ar e 
fi n e  d et ails  a n d  it’s  a  st e p  b y  st e p  pr o c ess,  it  c a n’t  b e  s ai d  t h at  w e  w o ul d  b e 
p erf e ct (i n  s ust ai n a bilit y) a n d  n o b o d y  is,  b ut  w e  d efi nit el y  h a v e  o ur  b as e 
t o g et h er. ” 
T h e  f o c us  o n  s ust ai n a bl e  a n d  q u alit y  m at eri als  is  cl e arl y  visi bl e  i n  t h e  br a n d’s 
m ar k eti n g c o m m u ni c ati o n i n s o ci al m e di a, n e wsl ett er a n d w e bsit e (s e e A p p e n di c es 2 –
5).    E. g.  o n  t h e  w e bsit e  fr o nt p a g e  it  is  m e nti o n e d  t h at  t h e  br a n d’s  c oll e cti o n  of 
s ust ai n a bl e  pr o d u cts  k e e ps  o n  gr o wi n g  a n d  p hr as es  s u c h  as  “ g et  t o  k n o w  o ur 
s ust ai n a bl e pr o d u cts ” ar e us e d  wi d el y . 
T h e  i nt er vi e w c o nfir ms  t h at  A n di at a’s  c or e  off eri n g  is t h eir pr o d u cts,  b ut  t h e y  als o 
e m p h asi z e c ust o m er s er vi c e t o a l ar g e e xt e nt. T h e y als o h a v e a s er vi c e c o n c e pt, w hi c h 
all o ws c ust o m ers t o b o o k a p p oi nt m e nts i nst or e.  S er vi c e a p p e ars t o b e a n i m p ort a nt 
f a ct or f or t h e br a n d. 
“ Of  c o urs e , as  off eri n g  w e  off er  pr o d u cts,  f or  w o m e n,  w o m e n’s  cl ot h es.  A n d 
s er vi c es, b e c a us e w e ar e k n o w n f or g o o d a n d e x c ell e nt c ust o m er s er vi c e,  it is 
o ur h o n or b ot h o nli n e a n d i nst or e. W e h a v e a s er vi c e c o n c e pt i n o ur st or e, w h er e 
e v er y c ust o m er c a n b o o k a p ers o n al a p p oi nt m e nt f or o ur s al es p ers o ns, w h o t h e n 
fi n d  a  c ust o miz e d  fitti n g  o utfits  a n d  siz es  r e a d y,  a n d  t h e  c ust o m er  g ets  tr ul y 
e x c ell e nt s er vi c e e v er y ti m e s h e w al ks i nt o o ur st or e. ”  
D esi g ni n g  a n d  pr o d u cti o n  s e e ms  t o  b e  c ust o m er -b as e d .  T h e  c o m p a n y  st u di es  t h eir 
c ust o m ers’ o pi ni o ns e. g. b y m e eti n g t h e m w h e n t h e y visit t h e st or e.  
“[ …]  it  m a k es  s e ns e  t h at  w e  list e n  t o  w h at  t h e  c ust o m er w a nts  a n d  t h e n 
a nti ci p at e  w h at  t h e  c ust o m er  c o ul d  w a nt  i n  t h e  f ut ur e  s o  w e  c a n  a nti ci p at e 
s o m et hi n g  n e w  f or  t h e m.  W e  als o  h a v e  i nf or m ati o n  a b o ut  w h at  h as  w or k e d 
b ef or e a n d w e m o nit or it [ …] ”  
“ I als o w or k i n o ur P aris st or e all t h e ti m e, s o I g et t o m e et t he c o ns u m er, t o 
h e ar t h eir o pi ni o n dir e ctl y a n d t o s er v e t h e m, a n d k n o w t o t a k e t h at i nf or m ati o n 
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f urt h er [ …] s o I c a n t ell w h at’s b ei n g s ai d, w hi c h is tr ul y r e w ar di n g a n d t e a c hi n g 
[ …] ”  
C o n c er ni n g c ost t o t h e c ust o m er , M or eli us ( 2 0 1 9) hi g hli g hts t h at A n di at a  f o c us es o n 
q u alit y o v er q u a ntit y. T his m e a ns t h at  t h e pr o d u cti o n e x p e ns es als o ris e, w hi c h aff e cts 
t h e pri c e r a n g e; t he br a n d is  hi g h -e n d.  M or eli us hi g hli g hts t h at pr o d u cts t h at ar e m a d e 
of  g o o d q u alit y a n d  i n g o o d w or ki n g c o n diti o ns d o h a v e a hi g h er pri c e t a g. T hr o u g h o ut 
t h e i nt er vi e w it b e c a m e cl e ar t h at e v e n t h o u g h A n di at a is a hi g h-e n d br a n d, it h as a 
g o o d pri c e a n d q u alit y r ati o.  
” [ …] t h at t h e c o ns u m ers w o ul d u n d erst a n d t h at y o u c a n’t s ell a t -s hirt f or f o ur 
e ur os a n d e x p e ct it t o b e of g o o d q u alit y a n d m a d e b y “ cl e a n h a n ds ” i n a g o o d 
w or ki n g e n vir o n m e nt [ …] ”  
( A b o ut c o m p etiti v e a d v a nt a g e) “[ …]  s o t h at w e h a v e a r e all y g o o d pri c e -q u alit y 
r ati o,  w e  h a v e  v er y  b e a utif ul  d esi g n,  gr e at  c ol ors  a n d  g or g e o us  ti m el ess 
c oll e cti o ns t h at a p p e al t o w o m e n i n  all a g es  [ …] ”  
T h e m at eri al s u p p orts t h at pri ci n g b as es m ai nl y o n pr o d u cti o n e x p e ns es a n d a c ert ai n 
a d d e d f a ct or i n or d er t o m e et t h e pr o d u cti vit y n e e ds. 
“It’s  all  a b o ut  t h e  pr o d u ct  q u alit y –  w h at  f a bri c,  h o w  m u c h  w or k  it  cr a v e s –  
d et ails, a n d w h er e it’s m a d e i n. W e h a v e c ert ai n f a ct ors w e us e as b as e s o t h at 
o ur o p er ati o ns st a y pr ofit a bl e a n d w e m a k e pr ofits. Of c o urs e w e als o c o m p ar e 
t o  c o m p etiti o n  a n d  c h e c k  w h at  ar e  o ur  m ai n  c o m p etit ors’  pri c es  i n  t h e  s a m e 
pr o d u ct c at e g ori es. ”  
T h e m ar k eti n g m at eri als, e. g. w e bsit e fr o nt p a g e (s e e A p p e n di x 5) , d o n’t e m p h asi z e 
t h e pr o d u ct pri c es at all. T his i m pri nts t h at t h e t ar g et c ust o m ers ar e n’t e x p e ct e d t o b e 
t h at i nt er est e d i n pri ci n g or off ers, w hi c h a g ai n r ef ers t o v al u e-b as e d pri ci n g.   
W h e n it c o m es t o t h e t o pi c of c o n v e ni e n c e , th e  i nt er vi e w c o nfir ms t h at l o gisti cs pl a y 
a  cr u ci al  r ol e  i n  f as hi o n  pr o d u cti o n  w h e n  it  c o m es  t o  s ust ai n a bilit y.  A n di at a  h as 
str at e gi c all y  d e ci d e d  t o  n arr o w  d o w n  t h eir  c oll e cti o ns  p er  y e ar  s o  t h at  t h e  l o gisti c 
c ar b o n  f o ot pri nt is s m all er. A n ot h er w a y t o m a k e t h e l o gisti cs m or e s ust ai n a bl e s e e ms 
t o b e t o h a v e t h e pr o d u cti o n cl os e t o t h e h e a d q u art ers; t h us, M or eli us ( 2 0 1 9) st at es t h at 
A n di at a h as t h eirs m ai nl y i n Est o ni a, s o m e als o i n Lit h u a ni a a n d P ol a n d.  
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“ O ur  pr o d u ct i o n  is  i n  Est o ni a– P ol a n d  s e ct or.  [ …]  W ell  first  of  all  m ost  o ur 
pr o d u cts  ar e  pr o d u c e d  i n  Est o ni a,  o nl y  a  f e w  i n  P ol a n d  a n d  Lit h u a ni a,  a n d 
b e c a us e t h e c ar b o n f o ot pri nt is s o m u c h s m all er w h e n w e h a v e t h e pr o d u cti o n 
n e ar  h er e,  o nl y  a  c o u pl e  of  h o urs  fr o m  o ur  h e a d q u art ers.  A n d  w e’ v e  h a d  t h e 
pr o d u cti o n t h er e f or d e c a d es, w e tr ust t h e m [ …] ”  
 “ W e  m a d e  t his  str at e gi c  d e cisi o n  t h at  w e  o nl y  h a v e  2  c oll e cti o ns  p er  y e ar, 
e arli er  w e  us e d  t o  h a v e  6  c oll e cti o ns.  W e  gr e w  t h e  siz e  of  t h e  t w o  m ai n 
c oll e cti o ns, w hi c h is als o  a b o ut t h e l o gisti cs, t h er e is l ess l o gisti cs w h e n w e d o n’t 
n e e d t o s hi p t h e pr o d u cts c o nti n u o usl y fr o m o n e pl a c e t o a n ot h er, b ut t h e y c a n 
arri v e  i n bi g g er b ul ks w h e n t h e y’r e p art of t h e s a m e c oll e cti o n. ”  
M or eli us hi g hli g hts t h at t h e c o m p a n y k n o ws w h at ki n d of pr o d u cti o n cir c u mst a n c es 
t h eir  f a ct ori es  h a v e.  T his  c a n  b e  ass ur e d  b y  g etti n g  pr o d u cti o n  c ertifi c ati o ns  a n d 
visiti n g t h e f a ct ori es p ers o n all y.  
 “[ …] I’ m oft e n as k e d a b o ut c ertifi c ati o ns a b o ut t h e Est o ni a n pr o d u cti o ns a n d 
s o m e w e d o h a v e of c o urs e , b ut t h e n t h er e is als o a bi g p art of t h os e w e d o n’t 
h a v e c ertifi c ati o ns of, ( w ho) w e’ v e b e e n w or ki n g wit h f or y e ars a n d w e g o t o 
c h e c k t h e sit u ati o n t h er e o urs el v es v er y oft e n. T h e s a m e f or Lit h u a ni a; w e k n o w 
e x a ctl y w h at t h e sit u ati o n is t h er e a n d is g o o d b e c a us e it is pr o d u c e d n e ar s o w e 
c a n g o t h er e o urs el v es b e c a us e t h e c ertifi c ati o ns oft e n c ost a l ot f or t h e c o m p a n y 
s o t h at i n Est o ni a t h e ( pr o d u cti o n) c o m p a n y is n e ar T alli n n, a bi g c o m p a n y w h o 
s e ws a l ot f or i nt er n ati o n al br a n ds [ …] w e’ v e b e e n t h er e m a n y ti m es s o w e k n o w 
t h e sit u ati o n a n d h a v e tr ust f or t h e m. ” 
T h e m at eri al s u g g ests cl e arl y t h at m ar k eti n g f as hi o n is hi g hl y li n k e d t o l o c ati o n. T h e 
p h ysi c al l o c ati o n is i m p ort a nt, s o t h at t h e ri g ht c ust o m ers fi n d t h e st or e. T his all o ws 
e. g.  t o urists t o t a ke t h e br a n d  a w ar e n ess  a br o a d  wit h t h e m.   
“[ …] t h at y o u g o t o t h e e x a ctl y ri g ht str e et w h er e t h e ri g ht p e o pl e p ass b y, t h e 
ri g ht n u m b er  of  t o urists  a n d  l o c als  s o  t h at  y o u  g et  t h e  i nt er n ati o n al  visi bilit y 
als o els e w h er e t h a n i n Fr a n c e [ …] ”  
C o n v e ni e n c e  is  als o  t a k e n  i nt o  a c c o u nt  wit h  s er vi c e;  t h e  br a n d  off ers  hi g h -q u alit y, 
p ers o n ali z e d c ust o m er s er vi c e i nst or e a n d o nli n e. T h e pr e vi o usl y m e nti o n e d s er vi c e 
c o n c e pt  is  als o  a  g o o d  f a ct or  w h e n  it  c o m es  t o  c o n v e ni e n c e,  b e c a us e  it  h el ps  t h e 
c ust o m er i n p ur c h asi n g.  
A n ot h er  f a ct or t o i m p a ct c o n v e ni e n c e is t h at t h e c o m p a n y h as e-c o m m er c e, t h e y als o 
s ell pr o d u cts o nli n e.  
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“[ …] t h e c ust o m ers c a n b e dir e ct e d t o t h e o nli n e st or e w h er e t h e y s e e t h e w h ol e 
c oll e cti o n. ”  
C o n v e ni e n c e  a b o ut  pr o d u ct  us e  a n d  dis p os al  s e e ms  t o  b e  c o m m u ni c at e d  t o  s o m e 
e xt e nt.  It  is  e. g.  m e nti o n e d  t h at  t h e  c ust o m ers  ar e  i nf or m e d  t h at  l asti n g  pr o d u ct  
q u aliti es a n d “t h e b as e of t h e w ar dr o b e ” pr o d u cts (s e e A p p e n di x 2 ). Ot h er wis e pr o d u ct 
dis p os al s e e ms t o b e l eft f airl y u n n oti c e d.  
“[ …] T h at w e i nf or m o ur c ust o m ers t h at w h e n y o u b u y t his pr o d u ct, y o u d o n’t 
n e e d t o b u y a n e w wi nt er c o at n e xt y e ar, y o u c a n us e t his o n e f or y e ars a h e a d. ”  
B as e d o n t h e i nt er vi e w, a b o ut t h e c o m m u ni c ati o n  p h as e , t h e c o m p a n y st at es t o h a v e  
disti n ct  m ost  i m p ort a nt  m ar k eti n g  c h a n n els . I n  a d diti o n,  it  b e c a m e  cl e ar  t h at  t h e 
c o m p a n y s e es w or d of m o ut h c o m m u ni c ati o n t o b e v er y i m p ort a nt. T h e  c o m p a n y  als o 
c o -o p er at e s wit h c el e briti es a n d i nfl u e n c ers , b ut ai m t o c h o os e t h e m c ar ef ull y, s o t h at 
t h e y m at c h t h e br a n d a n d its  v al u es.  T his c a n b e  s e e n i n t h e a n al y z e d F a c e b o o k p ost 
(s e e A p p e n di x 4), w hi c h c o m m u ni c at es c o-o p er ati o n wit h S w e dis h e ntr e pr e n e ur a n d 
i nfl u e n c er  Is a b ell a  L ö w e n gri p.  I n  t h e  p ost  it  is  a n n o u n c e d  t h at  t h e  l a u n c hi n g  e v e nt 
i n cl u d e d dis c ussi o n a b o ut e. g. s ust ai n a bilit y a n d di git ali z ati o n. In a d diti o n, it b e c a m e 
cl e ar t h at t h e c o m p a n y s e es w or d of m o ut h c o m m u ni c ati o n t o b e v er y i m p ort a nt.   
“ W ell, n e wsl ett ers of c o urs e, s o ci al m e di a, w e bsit e, P R wit h c h os e n m a g azi n es 
a n d c el e briti es. W e ar e v er y c ar ef ul wit h w h o w e w or k wit h a n d w h e r e w e’r e 
s e e n, w h o ar e t h e s o ci al m e di a i nfl u e n c ers w e w a nt t o w or k wit h, w h o ar e t h e 
c el e briti es, ar e t h e y r o y al or a ct ors or si n g ers, t h at A n di at a is visi bl e a n d t h at 
t h e y h a v e t h e s a m e v al u es. A n d of c o urs e, w or d of m o ut h is still a r e all y r e all y 
p o w erf ul t o ol a n d I t hi n k it is t h e b est [ …] ”  
T h e m at eri al hi g hli g ht e d t h at o m ni c h a n n el c o m m u ni c ati o n is cr u ci al, b e c a us e it all o ws 
t h e  c ust o m er  t o  e x p eri e n c e  t h e  s a m e  br a n d  i m a g e  n o  m att er  t h e  c h a n n el. T his  is 
c o nfir m e d als o t hr o u g h t h e m ar k eti n g m at eri al a n al ysis, as t h e m ar k eti n g  c h a n n els i n 
q u esti o n i m pri nt  a  c o nti n u o us  vis u al  t h e m e t hr o u g h  c al m  a n d  n at ur e-li k e  c ol ors, a s 
w ell  as  c o m m u ni c at e  t h e  s ust ai n a bilit y  v al u es,  e. g.  i nf or mi n g  a b o ut  s ust ai n a bl e 
m at eri als (s e e A p p e n di c es 2 – 5).  
“[ …] y o u n e e d t o h a v e t h e s a m e m ess a g e c o m m u ni c at e d e v er y w h er e b e c a us e 
o m ni c h a n n el  is  s o  i m p ort a nt  t h es e  d a ys,  t h at  t h e  s a m e  br a n d  i m a g e  is 
c o m m u ni c at e d, n o m att er w h er e t h e c ust o m er g o es. ”  
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H o w e v er, t h e  br a n d  c o m m u ni c ati o n  f e el  c a n  v ar y  b et w e e n  diff er e nt  m ar k eti n g 
c h a n n els, b as e d o n t h e c h a n n el a u di e n c e . Still, it c o m m u ni c at es t h e s a m e v al u es a n d 
br a n d  i m a g e.  T his  s h o ws  i n  t h e  a n al y z e d  m ar k eti n g  m at eri als:  all  c h a n n els 
c o m m u ni c at e t h e s a m e br a n d i m a g e, b ut t h e t o n e of v oi c e a n d pi ct ur e v ar y sli g htl y. As 
m e nti o n e d, e. g. t h e F a c e b o o k p ost (s e e A p p e n di x 4) e x pr ess es i nf or m ati o n  t hr o u g h a n 
a n n o u n c e m e nt  (‘w e’r e d eli g ht e d t o h a v e [ …]’ ), a n d t h e I nst a gr a m p ost (s e e A p p e n di x 
3)  i m pri nts vis u alit y a n d f e eli n g t hr o u g h t e xt ‘ Wi nt er l a y ers’ a n d a pi ct ur e of c al m 
a n d c ol d wi nt er at m os p h er e.  
“ F or e x a m pl e F a c e b o o k, w e’ v e n oti c e d, y o u n g p e o pl e d o n’t us e F a c e b o o k as 
m u c h as t h e y us e I nst a gr a m, s o i n I nst a gr a m w e mi g ht  b e m or e pl a yf ul a n d s h o w 
t h e br a n d f e el, a n d i n F a c e b o o k w e f o c us m or e o n s al es. ” 
It a p p e ars cl e arl y t h at f as hi o n m ar k eti n g str at eg y s h o ul d b e m a d e cl e arl y i n a d v a n c e,  
w h e n  t h e  c oll e cti o ns  ar e  st art e d  t o  b e  d esi g n e d .  T his  c o nfir ms  t h at  b ot h  f as hi o n 
m ar k eti n g a n d s ust ai n a bl e m ar k eti n g s h o ul d b e f ut ur e -ori e nt e d.   
“ Of c o urs e, e v er yt hi n g h a p p e ns 1, 5 y e ars b ef or e t h e c oll e cti o n c o m es o ut,  t h at 
w e st art t o t hi n k a b o ut t h e n e xt o n e, s o w h e n w e’r e s elli n g t his wi nt er 2 0 1 9 ri g ht 
n o w, w e’r e alr e a d y pl a n ni n g n e xt wi nt er s o w e al w a ys li v e o n e or o n e a n d a h alf 
s e as o ns a h e a d. W ell, it st arts fr o m l o o ki n g at t h e tr e n ds, l o o ki n g at w h at h as 
s ol d l as t y e ar -- [ …] ”  
“[ …] T h e n it ( a n e w c oll e cti o n) is m ar k et e d i n w e b, n e wsl ett er, w e c h e c k w h at 
t o hi g hli g ht a n d w h e n, t h e pl a n h as b e e n m a d e alr e a d y si x m o nt hs b ef or e. T h e n 
t h e pl a n is f oll o w e d. ” 
T h e i nt er vi e w hi g hli g ht e d t h at st or yt elli n g is i m p ort a nt i n c o m m u ni c ati o n. A c c or di n g 
t o M or eli us ( 2 0 1 9), t h e br a n d s h o ul d b e a bl e t o c o m m u ni c at e its v al u es a n d c o n n e ct 
wit h c o ns u m ers s o t h at t h e y h a v e a n e m oti o n al b o n d wit h t h e br a n d.  
( A b o ut c o ns u m ers’ o pi ni o ns , t h e y s h o ul d f e el --) “[ …] t h at I w a nt t o  s u p p ort 
t his br a n d, a n d b e c a us e t o d a y it’s s o m u c h a b o ut st or yt elli n g, a n d t h at y o u h a v e 
a n a ct u al c o n n e cti o n wit h t h e c o ns u m ers a n d t h e y h a v e a n e m oti o n al c o n n e cti o n 
t o y o ur br a n d, w hi c h I t hi n k is e v e n m or e hi g hli g ht e d i n cl ot hi n g, b e c a us e y o u 
w e ar  t h os e  cl ot h es  a n d  bri n g  u p  t h at  br a n d.  T h at  y o u  s h o ul d  b e  a bl e  t o 
c o m m u ni c at e it s o str o n gl y, t h at (t h e y f e el) t his is t h e c o at I w a nt , a n d t his is t h e 
pr o d u ct I tr ust i n [ …] ”  
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T h e br a n d’s c o m m u ni c ati o n str o n gl y hi g hli g hts s ust ai n a bl e v al u es, w hi c h s h o ws e. g. 
in t h eir di git al m ar k eti n g s u c h as n e wsl ett ers a n d s o ci al m e di a (s e e A p p e n di x 2 & 3). 
T h e  v er b al  c o m m u ni c ati o n  e m p h asi z es  s ust ai n a bilit y  t hr o u g h  e. g. e m p h asi zi n g 
s ust ai n a bl e pr o d u ct q u aliti es , i nf or mi n g a b o ut d o n ati o n p ossi biliti es t o s ust ai n a bilit y 
or g a ni z ati o ns  a n d h as ht a gs s u c h as ‘# d esi g nt h atl asts ’ a n d ‘#sl o wf as hi o n ’. T h e vis u al 
c o m m u ni c ati o n c a n als o b e s e e n t o c o m m u ni c at e s ust ai n a bilit y, b e c a us e t h e pi ct ur es 
i n v ol v e n at ur e. 
T a bl e 9. T h e m a r k eti n g mi x.  
M a r k eti n g m i x C o nt e nt  
 
C ust o m er s ol uti o n  
 
o  S ust ai n a bl e m at eri als  
o  S ust ai n a bl e pr o d u cti o n  
 
  
C ost t o t h e c ust o m er  
 
o  Pri c e m ust c o v er t h e c osts f or gr e at 
q u alit y pr o d u cti o n  
o  Pri c e a n d q u alit y r ati o  
o  V al u e -b as e d pri ci n g  
 
C o n v e ni e n c e  
 
 
 
 
C o m m u ni c ati o n  
 
 
 
 
 
o  S ust ai n a bl e  pr o d u cti o n a n d  l o gisti cs 
o  L ess c oll e cti o ns  
o  L o c ati o n is t h e k e y  
 
o  O m ni c h a n n el , c o nsist e nt br a n d i m a g e 
o  Di git al m ar k eti n g  
o  C ar ef ull y c h os e n P R  t h at s uits t h e 
c o m p a n y v al u es  
o  T ar g eti n g c o m m u ni c ati o n a c c or di n g t o 
c h a n n el us ers  
o  C o n n e cti n g wit h c ust o m ers, e m oti o n al 
b o n ds  
 
 
 
5. 7  M e as u ri n g a n d e v al u ati n g  
I nt er vi e w  m at eri al  r e v e als  t h at  A n di at a a cti v el y  m e as ur e s t h e  r es ults  o n  t h eir 
m ar k eti n g  a n d  o p er ati o ns . It  is  m e nti o n e d  t h at  t h e y  h a v e  c ert ai n  k e y  p erf or m a n c e 
i n di c at or  n u m b ers  t o  f oll o w.  T h e  K PIs  als o  v ar y  b as e d  o n  t h e  st or e;  if  it’s a b o ut 
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m e a s uri n g t h e e -c o m m er c e or p h ysi c al st or e s u c c ess.  T his c a n b e c o nsi d er e d  t o b e t h eir 
pr o gr ess c o ntr ol. Pr e mis e c o ntr ol o n t h e ot h er h a n d is a n al y z e d  m ostl y  i n t h e M ar k et 
a n d e n vir o n m e nt a n al ysis p art . 
“ W e c o m p ar e t o l ast y e ar’s c a m p ai g ns, w e h a v e c ert ai n K P I’s t h at w e f oll ow  
d e p e n di n g o n if it’s t h e q u esti o n of e -c o m m er c e or p h ysi c al st or e. ”  
It als o a p p e ars t h at t h e c o m p a n y h as t h o u g ht o n h o w t o m e as ur e t h eir s ust ai n a bilit y. 
T h e s ust ai n a bilit y m e as ur es s e e m t o b e i n c o nt a ct wit h t h e c ust o m ers, t h eir s ust ai n a bl e 
m ar k eti n g  ( b ot h  p h ysi c al  a n d  o nli n e)  a n d  als o  t h e  pr o d u cti o n.  It  c a n  b e  s e e n  t h at 
e v al u ati n g  s ust ai n a bilit y  s h o ul d  b e  a d d e d  t o  t h e  m e as uri n g  st a g e  i n  t h e  s ust ai n a bl e 
f as hi o n  m ar k eti n g  str at e g y,  as  it is  als o  d efi n e d  i n  missi o n  a n d  o bj e cti v es,  whi c h 
s h o ul d b e f oll o w e d.  
 “ [… ] ( w e  m e as ur e) h o w  t h e  c a m p ai g ns  ass o ci at e d  wit h  s ust ai n a bilit y  ar e  
s u c c e e d i n g, t h e K PIs, c ust o m er c o m m e nts, h o w oft e n o ur s ust ai n a bilit y p a g e is 
visit e d, w e c o m p ar e t o t h e l ast y e ars i n w hi c h n u m b ers w e m a n a g e t o bri n g e c o -
f a bri cs i nt o o ur c oll e cti o ns. ”  
T a bl e 1 0. M e as u ri n g a n d e v al u ati n g.  
M e as u ri n g a n d e v al u ati n g  C o nt e nt  
 
Pr o gr ess c o ntr ol  
 
o  D efi n e d K PIs  
o  E -c o m m er c e  
o  St or es  
o  C o m p ar e d t o pr e vi o us r es ults 
  
M e as uri n g s ust ai n a bilit y s u c c ess  
 
 
o  C ust o m ers  
o  C a m p ai g ns  
o  M at eri als  
 
 
 
5. 8  P u bli c p a rti ci p ati o n  
It a p p e ars cl e arl y fr o m t h e m at eri al t h at A n di at a w a nts t o b e i n v ol v e d i n c h a n gi n g t h e 
f as hi o n i n d ustr y t o w ar ds b ett er i n t h e bi g g er pi ct ur e. T h e y hi g hli g ht c o-o p er ati n g wit h 
or g a ni z ati o ns a n d t e c h n ol o g y p art n ers, w hil e als o i nf or mi n g a n d e d u c ati n g c o ns u m ers 
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a b o ut t h es e p ossi biliti es. T his is als o visi bl e i n t h eir m ar k eti n g c o m m u ni c ati o n (s e e 
A p p e n di x 2), w h er e t h e y i nf or m a b o ut e. g. c o -o p er ati o n wit h W W F.  
“ A n d  c oll a b or ati o n  wit h  or g a niz ati o ns,  s u c h  as  W W F,  s u p p orti n g  t h eir  w or k 
a n d  i nf or mi n g  a b o ut  it,  w e  l o v e  t o  b e  i n v ol v e d  wit h  t h e  n e w est  t e c h n ol o gi c al 
i n n o v ati o ns a n d w a nt t o s u p p ort, a n yt hi n g w e c a n t o m a k e o ur f as hi o n i n d ustr y 
b ett er . ” 
“ W e p arti ci p at e i n s u p p orti n g t e c h n ol o g y, w e c oll a b or at e wit h Fi n nis h p art n ers 
at t h e m o m e nt, i nf or m a b o ut t h at l at er, n e w m at eri als a n d e v er yt hi n g  li k e t h at. 
[ …]  t h e n  of  c o urs e  w e  c oll a b or at e  wit h  W W F  a n d  d o n at e,  n o w  w e  h a d  a 
c a m p ai g n f or a w e e k w h er e w e d o n at e d 1 5 % of o ur s al es. A n d e v e nts t o g et h er a 
f e w w e e ks a g o, I w o ul d h a v e l o v e d t o b e pr es e nt t o i nf or m a b o ut t h e sit u ati o n of 
t h e B alti c s e a. A n d t h at w e c oll a b or at e wit h diff er e nt or g a niz ati o ns a b o ut t his 
a n d  i nf or m  a b o ut  t h eir  w or k,  w h e n  t h os e  A m az o n  fir es  t o o k  pl a c e  s o  ( w e 
i nf or m e d)  a b o ut  h o w  t o  d o n at e  t o  W WF .  T h e y  ar e  s m all  t hi n gs,  b ut  littl e  b y 
littl e. ” 
C or p or at e s o ci al r es p o nsi bilit y is c o m m u ni c at e d t hr o u g h o ut t h e i nt er vi e w m at eri al. It 
is  es p e ci all y  hi g hli g ht e d i n  ass o ci ati o n  wit h e m pl o y e e  w ell b ei n g a n d  pr o d u cti o n 
s ust ai n a bilit y. It a p p e ars t h at e v e n t h o u g h t h e y t h e c o m p a n y d o es n’t h a v e a s p e cifi c 
writt e n c o d e of c o n d u ct, t h eir w a y of w or ki n g  r es p o nsi bl y is r e all y cl e ar.   
“ Of c o urs e w e ar e r es p o nsi bl e f or o ur e m pl o y e es a n d t h eir w ell b ei n g at w or k, 
of c o urs e, t h at is cl e ar. W h at c o m es t o e n vir o n m e nt, as I’ v e s ai d, w e w or k wit h 
W W F a n d t h at w a y tr y t o h a v e  a br o a d er i m p a ct  o n s ust ai n a bilit y  a n d i nf or m 
t h os e  w h o  f oll o w  t h e m  a n d  o ur  o w n  c o ns u m ers,  c o m m u niti es,  a n d  as  s ai d  t o 
i nf or m t h e c o ns u m ers a b o ut o w n v al u es. ” 
“ S o if w e st art w or ki n g wit h a n e w p art n er, w e t ell t h e m h o w A n di at a d o es t hi n gs 
a n d t h at w e e x p e ct t h e m t o f oll o w c ert ai n t hi n gs. [ …] t h at w e c o m m u ni c at e t h at 
t h es e ar e A n di at a’s v al u es, w e e x p e ct t h es e t hi n gs t o b e f ulfill e d, d o t h e y h a v e a 
c ertifi c at e, w h at d o t h e y s a y a b o ut t h eir o w n pr o d u cti o n, h o w d o t h e y w or k [ …] ”  
T a bl e 1 1. P u bli c p a rti ci p ati o n.  
P u bli c p a rti ci p ati o n  C o nt e nt  
 
I m p a ct o n t h e i n d ustr y 
 
 
 
C S R  
 
 
 
o  C o m m u ni c ati o n: i nf or mi n g a n d 
e d u c ati n g ot h ers  
o  T e c h n ol o g y  i n n o v ati o ns 
 
o  R es p o nsi bilit y as a n e m pl o y er  
o  Pr o d u cti o n r es p o nsi bilit y  
o  C o d e of c o n d u ct  
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S u p p ort a n d c o -o p er ati o n  
 
o  D o n ati o ns  
o  S u p p ort  
o  E. g. T e c h n ol o g y i n n o v ati o ns  
  
 
 
5. 9  S u m m a r y  
T his c h a pt er s u m m ari z es t h e e m piri c al fi n di n gs. 
I n t h e i nt er vi e w it a p p e ar e d t h at f as hi o n m ar k eti n g i n cl u d es c h o osi n g a n d k n o wi n g  t h e 
pr o d u ct r a n g e, q u alit y a n d c h ar a ct eristi cs  w ell . T h e m at eri al hi g hli g hts  t h at m ar k eti n g  
o p er ati o ns  ar e  m or e  m ar k et  c e nt er e d  t h a n  d esi g n  c e nt er e d . It  a p p e ars  t h at 
or g a ni z ati o n al  str u ct ur e s h o ul d  b e  f l e xi bl e  a n d t h at  w a y s u p p ort  t e a ms  w or ki n g 
t o g et h er. It b e c a m e cl e ar t h at br a n di n g pl a ys a bi g r ol e i n f as hi o n m ar k eti n g, a n d t h e 
br a n d n e e ds t o b e a bl e t o r e n e w its elf c o nst a ntl y.  
T h e  i nt er vi e w  cl e arl y  st at es  t h at  s ust ai n a bl e  v al u es s h o ul d  b e  e m p h asi z e d str o n gl y. 
T h e y  ar e  c o m m u ni c at e d  t hr o u g h  a  str at e g y  t h at c a n  b e  cr yst alli z e d  i n “ cr e ati n g 
pr o d u cts  t h at  l as t ” a n d  t h us  r e d u c e  f ut ur e  c o ns u m pti o n.  T h e m ar k eti n g 
c o m m u ni c ati o n’s r ol e is i nf or m ati v e a n d e d u c ati o n al.  
I n  t h e i nt er vi e w  it a p p e ars  t h at  missi o n  a n d  o bj e cti v es  ar e  i m p ort a nt  i n  s ust ai n a bl e 
m ar k eti n g str at e g y; t h e y s h o ul d hi g hli g ht s ust ai n a bilit y b ut als o t h e c o m p a n y’s t ar g et 
c ust o m er a n d pr o d u ct c h ar a ct eristi cs. T h e g o als e m p h asi z e e d u c ati n g t h e c o ns u m ers 
a n d ar e f ut ur e ori e nt e d, t a ki n g t h e w h ol e i n d ustr y i nt o a c c o u nt.  
M ar k et  a n d  e n vir o n m e nt  a n al ysis  is  i m p ort a nt  i n  f as hi o n  m ar k eti n g  b e c a us e  of  t h e 
i n d ustr y’s c h a n gi n g n at ur e, it a p p e ars b as e d o n t h e m at eri al. It c a n b e i nt er pr et e d fr o m 
t h e i nt er vi e w t h at c o m p etit or a n al ysis is i m p ort a nt, b ut t his st e p s h o ul d als o i n cl u d e 
tr e n d a n al ysis.  
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T h e  i nt er vi e w  hi g hli g hts  t h at  i n  f as hi o n  m ar k eti n g,  s e g m e nt ati o n  b y  d e m o gr a p hi cs 
is n’t b est; it s h o ul d b as e o n t h e c o ns u m ers’ p ers o n al st yl e. A c c or di n g t o t h e i nt er vi e w, 
t ar g eti n g s h o ul d b al a n c e b et w e e n ol d a n d n e w c ust o m ers, a n d c o m m u ni c at e t hr o u g h 
ri g ht c h a n n els. W h e n it c o m es t o p ositi o ni n g, hi g hli g hti n g t h e c o m p etiti v e a d v a nt a g e, 
s u c h as pri c e -q u alit y r ati o, s e e ms t o b e t h e k e y. I n f as hi o n, t h e c o m p etiti v e a d v a nt a g e 
s e e ms t o i n cl u d e pr o d u ct c h ar a ct eristi cs a n d c o m p ati bilit y. N o s p e cifi c s ust ai n a bilit y 
as p e cts r os e u p.  
I nt er vi e w  m at eri al  hi g hli g hts  t h e  pr o d u ct  or  c ust o m er  s ol uti o n  p art;  i n  s ust ai n a bl e 
f as hi o n,  pr o d u ci n g  a n d  d eli v eri n g  t h e  pr o d u cts  i n  t h e  ri g ht  w a y  pl a ys  a  bi g  r ol e. 
S ust ai n a bl e m at eri als, a n d c ust o m er c e ntri cit y w er e e m p h asi z e d f a ct ors. C ost t o t h e 
c ust o m er a p p e ars t o b as e o n t h e q u alit y pr o d u cti o n c osts, w hi c h mi g ht c orr el at e i nt o 
hi g h er pri c es. C o n v e ni e n c e p art hi g hli g ht e d t h e i m p ort a n c e of l o gisti cs; s ust ai n a bl e 
n e ar pr o d u cti o n i n g o o d w or ki n g e n vir o n m e nt. Als o, t h e br a n d’s a v ail a bilit y a n d st or e 
l o c ati o ns  w er e  m e nti o n e d.  It  w as  hi g hli g ht e d  t h at  t h e  br a n d’s  c o m m u ni c ati o n  is 
o m ni c h a n n el,  t h e  m ost  i m p ort a nt  c h a n n els  b ei n g  n e wsl ett ers,  s o ci al  m e di a,  w e bsit e 
a n d  P R. T h e  st u di e d  m ar k eti n g  m at eri al  (s e e  A p p e n di x  2 – 5 )  cl e arl y  s h o ws  t h at  t h e 
br a n d’s m ar k eti n g e m p h asi z es s ust ai n a bilit y t o a l ar g e e xt e nt ; it c a n b e s e e n t hr o u g h 
t h e v er b al ( e. g. ‘ # d esi g nt h atl asts’) a n d vis u al c o m m u ni c ati o n  ( hi g hli g ht o n n at ur e).  
T h e i nt er vi e w r e v e al e d t h a t m e as uri n g a n d e v al u ati n g is d o n e t hr o u g h pr o gr ess c o ntr ol, 
w hi c h is m e as ur e d b y K PIs a n d c o m p aris o n t o l ast y e ars’ r es ults. I n a d diti o n, it w as 
hi g hli g ht e d t h at als o s ust ai n a bilit y is m e as ur e d e. g. t hr o u g h c ust o m ers.  
P u bli c p arti ci p ati o n a p p e ar e d t o pl a y a bi g r ol e i n t h e c o m p a n y’s m ar k eti n g a cti o ns. 
T h e w h ol e str at e g y s e e ms t o ai m t o c h a n g e  t h e i n d ustr y t o w ar ds b ett er i n t h e bi g g er 
pi ct ur e.  T his  is  als o  c o m m u ni c at e d  t hr o u g h  m ar k eti n g. P u bli c  r es p o nsi bilit y  is  als o 
t a k e n i nt o a c c o u nt wit h C S R. 
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6  S U S T AI N A B L E F A S HI O N M A R K E TI N G S T R A T E G Y  
T his c h a pt er pr es e nts dis c ussi o n of  t h e e m piri c al r es ults i n r el ati o n t o t h e t h e or eti c al 
fr a m e w or k. 
E as e y ( 2 0 0 9: 9 – 1 0) d efi n e d f as hi o n m ar k eti n g  c o n c e pt as s o m et hi n g t h at c o m bi n es 
hi g h e m p h asis o n b ot h f as hi o n d esi g n , a n d c u st o m ers a n d pr ofit. T h e e m piri c al r es ults 
hi g hli g ht m ar k et c e ntri cit y o v er d esi g n c e ntri cit y, b ut it b e c o m es cl e ar t h at als o d esi g n 
m att ers ,  w hi c h  s u p p orts  t h e  t h e or eti c al  d efi niti o n.  Als o,  t h e  fi v e  st e ps  of  f as hi o n 
m ar k eti n g ( E as e y 2 0 0 9: 1 0) ar e visi bl e in  t h e e m piri c al m at eri al : m ar k eti n g r es e ar c h, 
pr o d u ct m a n a g e m e nt, pr o m oti o n, distri b uti o n a n d p ositi o ni n g a n d pri ci n g . Br a n di n g 
pl a ys  a  cr u ci al  r ol e  i n  f as hi o n  m ar k eti n g  ( P os n er  2 0 1 1:  1 2 8),  w hi c h  is  c o nfir m e d 
t hr o u g h o ut t h e i nt er vi e w m at eri al: t h e c o m p a n y w a nts t o a c hi e v e a c o nst a nt cl e ar br a n d 
i m a g e i n all c h a n n els. E-c o m m er c e s u p p orts f as hi o n m ar k eti n g ( Hi n es & Br u c e 2 0 0 7: 
1 4), w hi c h t h e i nf or m a nt als o c o nfir ms. T h e e m piri c al r es ults es p e ci all y hi g hli g ht e d 
t h at t h e br a n d h as t o k n o w its m ar k et di visi o n a nd pri c e r a n g e w ell, b ut als o i d e ntif y 
its  m ai n  pr o d u ct  q u aliti es  a n d  c h ar a ct eristi cs.  T his  s e e m e d  t o  s u p p ort  b uil di n g 
c o m p etiti v e a d v a nt a g e. It a p p e ar e d t h at fl e xi bl e or g a ni z ati o n al str u ct ur e s uits f as hi o n 
c o m p a ni es, b e c a us e t h e d e p art m e nts c a n w or k cl os el y t o g et h er. T his s u p p orts P os n er’s 
( 2 0 1 1:  6)  vi e ws  t h at  f as hi o n  m ar k eti n g  s h o ul d  o p er at e  at  e v er y  l e v el  of  t h e  s u p pl y 
c h ai n.  
It’s b e e n st at e d t h at i n a d diti o n t o m ar k eti n g, all b usi n ess a cti viti es ar e f a ci n g a c h a n g e 
t o w ar ds s ust ai n a bilit y ( H art 1 9 9 5). T his is c o nfir m e d t hr o u g h t h e e m piri c al r es e ar c h 
m at eri al; s ust ai n a bilit y h as t o s h o w o n all  l e v els of t h e c o m p a n y, fr o m pr o d u cti o n t o 
l o gisti cs a n d e d u c ati v e c o m m u ni c ati o n. I n t h e b e gi n ni n g of t his r es e ar c h s ust ai n a bl e 
m ar k eti n g str at e g y w as d efi n e d as a pl a n t o a c hi e v e t h e or g a ni z ati o n al g o als , w hil e 
k e e pi n g or m a ki n g t h e n at ur al a n d s o ci al r es o ur c es b ett er ( M arti n & S c h o ut e n 2 0 1 2: 
2 5). S ust ai n a bl e m ar k eti n g str at e g y  s h o ul d als o i n cl u d e all b usi n ess as p e cts ( B el z & 
P e atti e 2 0 1 2: 2 9, 3 2 – 3 3). I n a d diti o n, sust ai n a bl e m ar k eti n g h as t o w or k pr o a cti v el y 
o n its i m p a ct o n t h e n at ur e’s a n d s o ci et y’s w ell b ei n g. ( M arti n & S c h o ut e n 2 0 1 4: 1 8 –
1 9.) T h es e c h ar a ct eristi cs ar e  als o  e vi d e nt i n t h e e m piri c al m at eri al: it’s hi g hli g ht e d 
t h at t h e c o m p a n y w a nts t o cr e at e, c o m m u ni c at e a n d d eli v er v al u e c ust o m er-c e ntri c all y, 
b ut still f o c us es o n s ust ai ni n g t h e n at ur e a n d s o ci et y i n t h e b est p ossi bl e w a y. I t’s als o 
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hi g hli g ht e d  t h at  t h e  c as e  c o m p a n y  w a nts  t o i nfl u e n c e t h e  i n d ustr y’s  s ust ai n a bilit y 
p ositi v el y i n  t h e  bi g g er  pi ct ur e.  B el z  &  P e atti e  ( 2 0 1 2:  2 4) di vi d e d  s ust ai n a bl e 
m ar k eti n g ori e nt ati o n i nt o t hr e e p arts; or g a ni z ati o n al, c o ns u m er a n d s o ci et al g o als.  All 
t h es e g o al di m e nsi o ns w er e c o nfir m e d i n t h e i nt er vi e w r es ults. 
S ust ai n a bl e  m ar k eti n g  i n cl u d es  bri n gi n g  v al u e  t o  p e o pl e  t hr o u g h  s er vi c es  ( Ott m a n 
2 0 1 1:  4 6).  E v e n  t h o u g h  t h e  c as e  c o m p a n y  c o nfir m e d  t h at  t h eir  c or e  off eri n g  is 
pr o d u cts,  t h e y  s u p p ort t h e  pro d u ct  off eri n g wit h  q u alit y  s er vi c es,  w hi c h c a n  b e 
i nt er pr et e d t o s u p p ort  Ott m a n’s t h e or y.  
M a n a gi n g s ust ai n a bl e m ar k eti n g is li n k e d t o C S R ( B el z & P e atti e 2 0 1 2: 2 9), w hi c h is 
als o visi bl e  i n  t h e  i nt er vi e w a ns w ers ;  t h e  c o m p a n y  st at es  t o  s h ar e  c or p or at e  s o cial 
r es p o nsi bilit y. W h e n it c o m es t o Gi ns b er g & Bl o o m’s ( 2 0 0 4: 8 0 vi a Kir e zli & K a v at a z 
Yi git 2 0 1 7: 1 1 3 – 1 1 4) m atri x of gr e e n str at e g y, t h e c as e c o m p a n y s e e ms t o a d o pt t h e 
pl a c e of e xtr e m e gr e e n str at e g y, as it h as hi g hl y i nt e gr at e d s ust ai n a bl e v al u es t h at a r e 
als o  c o m m u ni c at e d  t o  a  l ar g e  e xt e nt. Pr e vi o usl y ,  it  w as  m or e of  a s h a d e d  gr e e n 
str at e g y ,  b e c a us e  t h e  v al u es w er e  pr es e nt  b ut  n ot  c o m m u ni c at e d  t h at  m u c h.  T h e 
c o m p a n y’s str at e g y f or s ust ai n a bilit y is cl e ar; t o m a k e l asti n g pr o d u cts a n d t h at w a y 
r e d u c e f utur e c o ns u m pti o n. T his s u p p orts t h e vi e ws t h at s ust ai n a bl e m ar k eti n g s h o ul d 
b e f ut ur e ori e nt e d ( B el z & P e atti e 2 0 1 2: 1 2 9).   
T h e  missi o n  a n d  o bj e cti v es  of  a  s ust ai n a bl e  c o m p a n y  s h o ul d  r efl e ct  its  g o als  f or 
s ust ai n a bilit y a n d m ar k eti n g ( M arti n & S c h o ut e n 2 0 1 2: 3 3). T his b e c a m e cl e ar i n t h e 
e m piri c al r es e ar c h; t h e c o m p a n y’s missi o n hi g hli g ht e d s ust ai n a bl e v al u es. H o w e v er, 
t h e e m piri c al m at eri al als o r e v e al ed  t h at t h e missi o n als o d efi n e d t h e t ar g et c ust o m er 
a n d pr o d u ct st yl e.  It c a n b e i nt er pr et e d t h at t his is us ef ul f or f as hi o n c o m p a ni es a n d 
s h o ul d  b e d efi n e d  i n t h e missi o n st at e m e nt.  
T h e r es e ar c h d at a s u p p ort e d B el z & P e atti e ’s ( 2 0 1 2: 2 4) vi e w o n or g a ni z a ti o ns’ g o als’ 
t hr e e di m e nsi o ns; or g a ni z ati o n al, c o ns u m er a n d s o ci et al g o als. T h e f o c us a p p e ar e d t o 
b e i n e d u c ati n g t h e c ust o m er a n d c h a n gi n g t h e i n d ustr y’s s ust ai n a bilit y t o w ar ds b ett er 
i n t h e bi g g er pi ct ur e. T h us, t his s u p p orts t h e f a ct t h at i n s ust ai n a ble m ar k eti n g str at e g y, 
e c o n o mi c o bj e cti v es ar e n’t e n o u g h ( B el z & P e atti e 2 0 1 2: 1 2 9 – 1 3 1). W h e n it c o m es t o 
A ns off’s  ( 1 9 5 7  i n  Wils o n  et  al.  1 9 9 4:  1 5 5 – 1 5 6)  pr o d u ct/ m ar k et  m atri x,  t h e  c as e 
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c o m p a n y  is  a  diffi c ult  fit.  It  c a n  b e  s ai d  t h at  it  is  pr o d u ct  d e v el o p m e n t,  as  t h e 
c oll e cti o ns  t h at  ar e  d e v el o p e d  ar e  n e w  b ut  m ai nl y  t ar g et e d  f or  e xisti n g  m ar k ets. 
H o w e v er, i n t h e i nt er vi e w it b e c a m e cl e ar t h at t h e b al a n c e b et w e e n k e e pi n g t h e ol d 
c ust o m ers  a n d  att ai ni n g  n e w  o n es  is  t h e  k e y a n d  t h us,  it  c a n  b e  c o nsi d er e d as  
di v e rsifi c ati o n str at e g y t o o. 
W h e n  it  c o m es  t o m ar k et  a n d  e n vir o n m e nt  a n al ysis ,  sust ai n a bl e  m ar k eti n g  str at e g y 
s h o ul d i n cl u d e b ot h mi cr o a n d m a cr o e n vir o n m e nt a n al ysis  ( B el z & P e atti e 2 0 1 2: 1 4 1–
1 4 7).  R es e ar c hi n g  m ar k ets  a n d  m ar k eti n g  is  es p e ci all y  i m p ort a nt  i n  t h e  f as hi o n 
i n d ustr y ( P os n er 2 0 1 5: 6 5). T h es e f a cts w er e c o nfir m e d i n t h e i nt er vi e w, e v e n t h o u g h 
m a cr o  a n al ysis  w as n’t  hi g hli g ht e d v er y  m u c h.  H o w e v er,  it  b e c a m e  cl e ar  t h at  t h e 
c o m p a n y  is  a w ar e  of  t h e  i n d ustr y  a n d  w orl d  st at e,  es p e ci all y  w h e n  it  c o m es  t o 
s ust ai n a bilit y.  It  w as  m e nti o n e d  t h at  t h e  b usi n ess  e n vir o n m e nt  is  c o nst a ntl y 
tr a nsf or mi n g, w hi c h m a k es it e v e n m or e i m p ort a nt t o a n al y z e t h e s urr o u n di n gs, w hi c h 
a g ai n  c o nfir ms  t h e  lit er at ur e  fi n di n gs.  T hr o u g h  t h e  e m piri c al  a n al ysis  it  w as 
hi g hli g ht e d  t h at  als o  tr e n d  a n al ysis  s h o ul d  b e  t a k e n  i nt o  a c c o u nt  i n  t his  st a g e.  T his 
w as n’t r e all y e vi d e nt i n t h e t h e or eti c al fr a m e w or k, e v e n t h o u g h P os n er ( 2 0 1 1: 6 2 – 6 6) 
h a d  m e nti o n e d  t h at  a nti ci p ati n g  f ut ur e  tr e n ds  is  i m p ort a nt.  T h us, t h e  tr e n d  a n al ysis 
di m e nsi o n s h o ul d b e a d d e d t o t his st e p . T h e i nt er vi e w als o c o nfir m e d t h at c o m p etit or 
a n al ysis  is  i m p ort a nt  a n d  s h o ul d  b e  d o n e i n all  a v ail a bl e  m ar k eti n g  c h a n n els.  T h e 
e m piri c al  m at eri al  di d n’t  e m p h asi z e  ot h er  m a cr o  e n vir o n m e nt  a n al ysis  t o  a  l ar g e 
e xt e nt,  b ut  e. g.  t e c h n ol o g y’s  i m p a ct  a n d  t h e  bi g g er  pi ct ur e  of  s ust ai n a bilit y  w as 
m e nti o n e d.  T h es e c a n b e s e e n t o r e pr es e nt m e g atr e n ds.  It s h o ul d b e r e c o g ni z e d t h a t 
t h e diff er e nt m a cr o di m e nsi o ns pl a y a n i m p ort a nt r ol e i n f as hi o n m ar k eti n g a n d s h o ul d 
b e a n al y z e d ( P os n er 2 0 1 1: 6 5 – 6 6).  
M ar k et s e g m e nt ati o n, t ar g eti n g a n d p ositi o ni n g  t o g et h er cr e at e t h e pr o c ess of f or mi n g 
t h e  str at e g y  ( M o or a di a n  et  al.  2 0 1 2:  3 0 5).  W h e n it  c o m es  t o  s e g m e nt ati o n  i n  t h e 
f as hi o n  i n d ustr y, lif est yl e  pl a ys  a  si g nifi c a nt  r ol e  ( P os n er  2 0 1 5:  1 0 9). T his  w as 
c o nfir m e d  i n  t h e  i nt er vi e w;  d e m o gr a p hi cs  ar e n’t  t h e  b est  s e g m e nt  b ut  r at h er  t h e 
c o ns u m ers’  p ers o n al  st yl e.  It  a p p e ars  t h at  s e g m e nti n g s h o ul d r at h er b e  d o n e  b y 
tr e n di n ess; s o m e c ust o m ers ar e k e e n o n t h e n e w est a n d wil d est tr e n ds, a n d s o m e k e e p 
o n t h e cl assi cs. T h es e pr ef er e n c es c a n o c c ur i n e v er y a g e gr o u p, w hi c h m a k es a g e a 
c o m pli c at e d s e g m e nt, t h e e m piri c al m at eri al pr o v es.  H o w e v er, it s h o ul d als o b e n ot e d 
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t h at g e o gr a p hi c al s e g m e nt ati o n is i m p ort a nt,  b e c a us e of t h e i n d ustr y’s is gl o b ali zi n g 
n at ur e ( P os n er 2 0 1 5: 1 1 6 ). T h e g e o gr a p hi c al as p e cts w er e br o u g ht u p o nl y bri efl y i n 
t h e e m piri c al r es ults wit hi n t h e c o m p a n y’s  i nt er n ati o n ali z ati o n t o Fr a n ce . S ust ai n a bl e 
s e g m e nt ati o n  di d n’t  a p p e ar  i n  t h e  r es ults.  T his  c o nfir ms  E m er y’s  ( 2 0 1 2:  1 1 3) 
st at e m e nt; s ust ai n a bl e m ar k eti n g s h o ul d ai m t o c h a n g e e v er y o n e’s lif est yl e, n ot o nl y 
of  c ert ai n  s e g m e nts.  T h e  i nt er vi e w  r e v e als  a  s o m e w h at  diff er e nti at e d  m ar k eti n g 
str at e g y, b e c a us e e. g. m ar k eti n g c o m m u ni c ati o n diff ers i n c h a n n els t h at h a v e diff er e nt 
t y pi c al a u di e n c es. Ot h er wis e t h e str at e g y s e e ms u n diff er e nti at e d, w hi c h a g ai n s u p p orts 
s ust ai n a bl e  m ar k eti n g  pri n ci pl es .  T h e  i nt er vi e w  hi g hli g ht e d  t h at  t ar g eti n g  s h o ul d 
b al a n c e b et w e e n k e e pi n g t h e ol d a n d att ai ni n g n e w c ust o m ers. P ositi o ni n g o n t h e ot h er 
h a n d s e e m e d t o hi g hli g ht t h e br a n d’s c o m p etiti v e a d v a nt a g e, w hi c h als o s u p p ort e d t h e 
t h e or eti c al  fr a m e w or k.  T h e  disti n cti o n  c a n  b e  a c hi e v e d  t hr o u g h  br a n di n g  ( P os n er 
2 0 1 5:  4 4 – 4 5), w hi c h i n t h e e m piri c al m at eri al hi g hli g ht e d e. g. pri c e -q u alit y r ati o. T h e 
br a n d h a s als o cl e arl y d efi n e d  t h eir u ni q u e s elli n g p oi nt a n d v er b all y e x pr ess e d it. It 
s e e ms  cl e ar  t h at  p ositi o ni n g  s h o ul d  i n cl u d e  d efi n e d  d efi niti o ns  a b o ut  t h e  pr o d u ct 
st yl es. Ot h er wis e t his st a g e d o es n’t  disti n ctl y hi g hli g ht t h e s ust ai n a bilit y di m e nsi o n.  
N e xt , t h e d es cri pti o n of t h e m ar k eti n g mi x is pr es e nt e d. W h e n it c o m es t o c ust o m er 
s ol uti o n , b as e d o n t h e m at eri al it a p p e ars cl e arl y t h at t h e b as e f or t h e c as e c o m p a n y’s 
s ust ai n a bilit y li es i n t h e pr o d u ct; h o w it is m a d e i n a d ur a bl e a n d s ust ai n a bl e m a n n er. 
I n cl ot hi n g i n d ustr y, t his c a n m e a n e. g. t h e pr e vi o usl y m e nti o n e d fi b er di v ersit y a n d 
et hi c al  m at eri al  pr o d u cti o n ( Fl et c h er  2 0 1 4:  7– 9 ,  5 1– 5 2 ).  T h e  s ust ai n a bilit y  a n d 
d ur a bilit y  as c h ar a ct eristi cs c a n b e s e e n t o fill t h e d efi niti o n of  d u al f o c us, as it t a k es 
i nt o a c c o u nt t h e e n vir o n m e nt al a n d s o ci al f a cts. It als o s u p p orts t h eir m e nti o ns a b o ut 
pr o d u ct d ur a bilit y a n d q u alit y; t h e pr o d u ct d o es m or e t h a n j ust s atisfi es t h e c ust o m er. 
( B el z & P e atti e 2 0 1 2: 1 7 5– 1 8 1.)  B el z ( 1 9 9 9: 8 5 – 8 6) h a s m e nti o n e d t h at hi g h -q u alit y 
pr o d u cts  s ol v e  t h e  c ust o m ers’  pr o bl e ms  f or  a  l o n g er  ti m e  p eri o d  a n d  t h us  als o 
str e n gt h e n t h e c o m p a n y’s r e p ut ati o n. T his is v er y hi g hli g ht e d i n t h e e m piri c al r es ults; 
h a p p y c ust o m ers c arr y w or d -of -m o ut h c o m m u ni c ati o n f or w ar d.  T h us, it c a n b e s ai d 
t h at i n s ust ai n a bl e f as hi o n m ar k eti n g str at e g y, t h e pr o d u cts s h o ul d h a v e hi g h q u alit y 
as attri b ut e, w hi c h l e a ds t o h a v i n g l o n g-l asti n g lif e c y cl e as pr o d u ct b e n efit. As Ott es e n 
( 2 0 0 1: 4 1) h as st at e d, r e p e at p ur c h as es d e p e n d gr e atl y o n t h e off eri n g its elf.  
8 0  
It  is  als o  m e nti o n e d  t h at  t h e  c o m p a n y  s e e ks  n e w  a n d  b ett er  alt er n ati v es  c o nst a ntl y, 
w hi c h  is  als o  d efi n e d  as  o n e  of t h e  s ust ai n a bl e  pr o d u ct  c h ar a ct eristi cs.  S ust ai n a bl e 
pr o d u cts off er c o m pl et e s ol uti o ns ( B el z 1 9 9 9: 8 5 – 8 6), w hi c h is cl e ar i n t h e r es ults : 
i nf or m ati v e m ar k eti n g a n d e x c ell e nt c ust o m er s er vi c e ar e p art of t h e off eri n g, e v e n 
t h o u g h  t h e  c or e  is m ai nl y t h e  pr o du ct.  T h e  c as e  c o m p a n y’s  b as e  f or  pr o d u ct 
s ust ai n a bilit y a n d c h ar a ct eristi cs is q u alit y t h at l asts. F as hi o n m ar k eti n g als o hi g hli g hts 
t h e  pr o d u cts  l e v el  of  d esi g n,  st yl e,  fit,  si zi n g,  q u alit y,  f as hi o n,  p erf or m a n c e  a n d 
f u n cti o n  ( P os n er  2 0 1 1: 3 4).  T h es e  attri b ut es  ar e  als o  e m p h asi z e d  i n  t h e  c as e 
c o m p a n y’s i d e a of t h eir c o m p etiti v e a d v a nt a g e.  
C ost t o t h e c ust o m er  i n cl u d es a c q uisiti o n, us e c osts a n d p ost -us e c osts ( B el z & P e atti e 
2 0 1 2: 2 3 3 – 2 3 4), a n d i n t e xtil e i n d ustri es t h e m ost i m p ort a nt crit eri a ar e a p p e ar a n c e, 
f u n cti o n alit y  a n d  pri c e.  T h e  e m piri c al  m at eri al  hi g hli g hts  pr o d u ct  q u alit y  o v er 
q u a ntit y,  a n d  t h eir  pri ci n g  als o  b as es  o n  q u alit y  pr o d u cti o n  c osts.  Pri ci n g  or  off ers 
ar e n’t visi bl e i n t h e m ar k eti n g m at eri als eit h er (s e e A p p e n di c es 2 – 5).  T his s u p p orts 
t he f a ct t h at pri ci n g is v al u e -b as e d, w h er e t h e c ust o m er alr e a d y e x p e cts t o p a y m or e 
f or  s ust ai n a bl e  pr o d u cts  (s e e  B el z  &  P e atti e  2 0 1 2:  2 3 9– 2 4 0).  T h e  m at eri al als o 
hi g hli g ht s pri c e a n d q u alit y r ati o as c o m p etiti v e a d v a nt a g e, s o it c a n b e i nt er pr et e d t h at 
als o i n s ust ai n a bl e f as hi o n m ar k eti n g, pri ci n g pl a ys a criti c al r ol e.  
C o n v e ni e n c e  i n cl u d es fi n di n g, a c c essi n g, p ur c h asi n g, c o ns u mi n g a n d dis p osi n g of t h e 
pr o d u ct.  Fr o m  t h e  i nt er vi e w  it  a p p e ars  t h at  l o c ati o n  is  c o nsi d er e d  t o  b e  e xtr e m el y 
i m p ort a nt f or s al es. T his is s u p p ort e d b y h a vi n g t h e p h ysi c al st or es i n a g o o d l o c ati o n 
a n d  s u p p orti n g  t h e m  w it h  e-c o m m er c e.  Fr o m  s ust ai n a bilit y  p oi nt  of  vi e w,  l o gisti cs 
aff e ct t his st a g e t h e m ost. T h e c as e c o m p a n y h as m a d e a str at e gi c d e cisi o n t o n arr o w 
d o w n t h eir c oll e cti o ns p er y e ar, i n or d er t o m a k e it l o gisti c all y m or e e c ol o gi c al.  T his 
c a n b e c o nsi d er e d t o b e a s ust ai n a bl e str at e g y d e cisi o n , b e c a us e as Fl et c h er st at es, t h e 
i n d ustr y  h as  t e n d e n ci es  t o  p erf e ct  c ult ur al  i n v e nti o n  c y cl es  t h at  cr e at e  t e m p or ar y 
off eri n gs ( 2 0 1 4:  1 4 0– 1 4 1) . T h e  c o ns u mi n g  a n d  dis p osi n g  p art  is  c o m m u ni c at e d  t o 
c ust o m ers  m ai nl y  t hr o u g h th e br a n d pr o mis e (l asti n g pr o d u cts) a n d i nf or mi n g a b o ut 
t h e m at eri al q u aliti es a n d f u n cti o ns (e. g. “ T h e b as e of t h e w ar dr o b e ”, s e e A p p e n di x 
2 ). 
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T h e i nt er vi e w hi g hli g hts t h at t h e c as e c o m p a n y’s c o m m u ni c ati o n  is o m ni c h a n n el; t h e y 
w a nt t o k e e p a c o nti n u o us br a n d i m a g e i n all c h a n n els, i n cl u di n g p h ysi c al st or es. T h e 
c o m m u ni c ati o n  als o  hi g hli g hts  e d u c ati v e  c o nt e nt  t h at  i nf or ms  t h e  c ust o m ers  a b o ut 
s ust ai n a bilit y,  w hi c h  c a n  b e  c o nsi d er e d  t o  b e  i m p ort a nt  f or  s ust ai n a bl e  m ar k eti n g 
str at e g y. T his c o nfir ms B el z & P e atti e’s ( 2 0 1 2: 2 0 2 – 2 0 9) visi o n o n o p e ni n g a di al o g u e 
a n d  i nf or mi n g.  Tr a diti o n al  f as hi o n  pr o m oti o n al  mi x  i n cl u d es  a d v ertisi n g,  s al es 
pr o m oti o n, P R a n d p ers o n al s elli n g ( P os n er 2 0 1 5: 1 7 2). T h e i nt er vi e w c o nfir ms t his, 
a n d  a d ds  t h e  di git al  c h a n n els  ( n e wsl ett er,  s o ci al  m e di a)  as  t h eir  m ost  i m p ort a nt 
m ar k eti n g c h a n n els. It is als o e m p h asi z e d t h at c o m m u ni c ati o n s h o ul d b e w ell pl a n n e d; 
P R  o nl y  wit h  p ers o ns  t h at  s uit  t h e  br a n d  i m a g e  a n d  v al u es,  a n d  ri g ht  t y p e  of 
c o m m u ni c ati o n i n ri g ht c h a n n els, d e p e n di n g o n t h eir a u di e n c e t y p e.  
W h e n it c o m es t o m e as uri n g a n d e v al u ati n g , t h e e m piri c al d at a f o c us es o n pr o gr ess 
c o ntr ol.  Pr e mis e  c o ntr ol  is  ass ess e d  m or e  i n  t h e  m ar k et  a n d  e n vir o n m e nt  a n al ysis 
st a g e.  It  a p p e ars  t h at  t h e  c as e  c o m p a n y  b as es  its  pr e mis e  c o ntr ol  t o  c ert ai n  k e y 
p erf or m a n c e i n di c at ors a n d c o m p ar e t h e m t o pr e vi o us y e ars. It w as als o m e nti o n e d 
t h at t h e K PIs v ar y w h et h er it’s a b o ut e-c o m m er c e or p h ysi c al st or es. M o or a di a n et al. 
( 2 0 1 4: 4 1 0– 4 1 1) m e nti o n t h at t h es e m etri cs  c a n b e e. g. c ust o m er m etri cs, pr ofit a bilit y 
m etri cs  or  r ati os,  s u c h  as  li q u idit y  r ati o,  as  l o n g  as  t h e y  d o n’t  c o ntr a di ct  wit h  e a c h 
ot h er. T h e e m piri c al d at a hi g hli g ht e d t h at als o s ust ai n a bilit y s h o ul d b e m e as ur e d. T h e 
c as e c o m p a n y d o es it b y  m o nit ori n g c u st o m ers; h o w t h e y i nt er a ct wit h t h e c o m p a n y’s 
s ust ai n a bilit y, s ust ai n a bl e m at eri als a n d s ust ai n a bl e c a m p ai g n s u c c ess. M e as uri n g a n d 
e v al u ati n g  s ust ai n a bilit y  c a n  l e a d  t o  b ett er  alt er ati o ns  i n  t h e  f ut ur e.  T his r el at es  t o 
M arti n  &  S c h o ut e n’s  ( 2 0 1 2:  3 5)  vi e ws  o n  m ar k eti n g  fl e xi bilit y:  it  s h o ul d  h a v e 
p ossi biliti es t o b e m a d e b ett er.  
T h e st e p of p u bli c p arti ci p ati o n  w as als o cl e arl y visi bl e. T h e d at a s u g g ests t h at t h e 
c as e c o m p a n y w a nts t o aff e ct t h e i n d ustr y’s s ust ai n a bilit y i n t h e bi g g er pi ct ur e. T h e y 
e m p h asi z e t his b y c o -o p er ati n g wit h or g a ni z ati o ns a n d t e c h n ol o g y  i n n o v ati o n p art n ers, 
a n d  es p e ci all y  b y  e d u c ati n g  c o ns u m ers  a b o ut  t h es e  p ossi biliti es. T his  als o 
c o m m u ni c at es  t h eir  c or p or at e  s o ci al  r es p o nsi bilit y,  w hi c h  i n cl u d es  e. g.  b ei n g 
r es p o nsi bl e f or t h eir o wn e m pl o y e es’ w ell b ei n g at w or k.  H er e it c a n b e n ot e d t h at as 
m e nti o n e d,  t h e  i n d ustr y  als o  cr e at es  p ositi v e  eff e cts  t o  s ust ai n a bilit y; cr e ati n g  j o bs 
w orl d wi d e ( Fl et c h er 2 0 1 4: 5 2) c a n b e p art of t h e c o m p a ni es’ c or p or at e r es p o nsi bilit y.  
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W h e n it c o m es t o s ust ai n a bl e m ar k eti n g, t h e c o m p a n y’s r ol e s h o ul d b e pr o a cti v e, c o -
o p er ati v e a n d l o n g -t er m ori e nt e d ( Ott m a n 2 0 1 4: 4 6). T his is hi g hl y s u p p ort e d b y t h e 
e m piri c al d at a. B el z a n d P e atti e ( 2 0 1 2: 2 8 7) st at e t h at c o m p a ni es c a n als o p arti ci p at e 
i n p oliti c al w or k. T h e e m piri c al d at a d o es n’t r efl e ct p oliti cs  b ut d o es e m p h asi z e ot h er 
i nfl u e nti al  m et h o ds,  s u c h  as  s u p p orti n g  a n d  c o-o p er ati n g  wit h  e. g. c h arit y 
or g a ni z ati o ns a n d t e c h n ol o g y i n n o v ati o ns , w hi c h es p e ci all y r efl e ct Fl et c h er’s ( 2 0 1 4: 
5 3) h ar d i m pr o v e m e nt m e a ns.  
T o  c o n cl u d e  t his  c h a pt er,  it  c a n  b e  s ai d  t h at  t h e  e m piri c al  d at a  hi g hl y  s u p p orts  t h e 
t h e or eti c al fr a m e w or k, a d di n g s o m e st a g es  a n d  m a n y  d et ails, es p e ci all y a b o ut f as hi o n 
m ar k eti n g. T h e f oll o wi n g t a bl e pr es e nts t h e s ust ai n a bl e f as hi o n m ar k eti n g str at e g y t h at 
w as  cr e at e d  i n  t his  r es e ar c h.  T h e  st a g es  t h at  t h e  e m piri c al  m at eri al  a d d e d  w h e n 
c o m p ar e d  t o  t h e  t h e or eti c al  fr a m e w or k  or  hi g hli g ht e d  m or e  t h a n  t h e  t h e or eti c al 
fr a m e w or k ar e writt e n i n it ali cs. 
 
T a bl e 1 2. S ust ai n a bl e f as hi o n m a r k eti n g st r at e g y.  
 
S ust ai n a bl e f as hi o n 
m a r k eti n g st r at e g y  st e p 
C o nt e nt  E m pi ri c al e x a m pl es  
 
Missi o n a n d o bj e cti v es  
 
o  Missi o n r efl e cts s ust ai n a bilit y , 
t ar g et c ust o m er a n d pr o d u ct 
c h ar a ct eristi cs  
o  O bj e cti v es i n cl u d e t h e t hr e e 
di m e nsi o ns of s ust ai n a bilit y  
o  F ut ur e ori e nt e d visi o n  
 
o  S ust ai n a bl e v al u es 
pr es e nt e d  
 
o  E. g. a i m t o e d u c at e 
c o ns u m ers  a n d  i m p a ct t h e 
i n d ustr y 
   
M a r k et a n d 
e n vi r o n m e nt a n al ysis  
 
 
 
 
 
S T P P r o c ess  
o  S e g m e nt ati o n  
o  T ar g eti n g  
 
 
 
 
o  Mi cr o e n vir o n m e nt  
o  Tr e n d a n al ysis  
o  C o m p etit or a n al ysis  
o  M a cr o  e n vir o n m e nt  
o  M e g atr e n ds  
 
o  F ut ur e ori e nt ati o n  
 
o  Ps y c h o gr a p hi c or b e h a vi or al 
s e g m e nt ati o n,  b y  lif est yl e a n d 
tr e n di n ess 
o  U n diff er e nti at e d m ar k eti n g  
o  Diff er e nti at e d m ar k eti n g 
c h a n n els  
 
o  St u di e d a n d pr e di ct e d  
o  All m ar k eti n g c h a n n els a n d 
p h ysi c al e n vir o n m e nt  
o  E. g. t e c h n ol o g y a n d 
s ust ai n a bilit y  
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o  P ositi o ni n g  
 
 
 
M a r k eti n g mi x  
o  C ust o m er 
s ol uti o n  
 
 
 
o  C ost t o t h e 
c ust o m er  
 
 
 
 
 
 
o  C o n v e ni e n c e  
 
 
 
 
 
 
 
o  C o m m u ni c ati o n  
 
 
 
 
 
M e as u ri n g a n d 
e v al u ati n g  
 
 
P u bli c p a rti ci p ati o n  
 
o  B al a n ci n g b et w e e n n e w a n d 
ol d c ust o m ers  
o  S o ci o -e c ol o gi c al attri b ut es  
o  C o m p etiti v e a d v a nt a g e  
o  Br a n di n g  
 
4 C’s –  c ust o m er ori e nt ati o n  
o  D u al f o c us: s ust ai n a bilit y  
o  St yl e, d esi g n, fit, et c.  
o  H olisti c s ol uti o n  
o  Hi g h q u alit y m at eri als a n d 
pr o d u cti o n  
o  A c q uisiti o n, us e c osts, p ost -
us e c osts  
o  V al u e -b as e d pri ci n g  
o  Hi g h q u alit y pr o d u cti o n b as e d  
o  Pri c e a n d q u alit y r ati o  
o  Distri b uti o n, a c c essi n g, 
p ur c h asi n g, c o ns u mi n g a n d 
dis p osi n g  
o  S ust ai n a bl e l o gisti cs 
 
o  L ess l o gisti cs  
o  G o o d l o c ati o n  
 
o  F as hi o n its elf c o m m u ni c at es  
o  C o m m u ni c ati n g t h e a d d e d 
s ust ai n a bilit y v al u e  
o  O m ni c h a n n el  
o  I nf or m ati v e a n d e d u c ati v e 
o  Pr ot e cti n g br a n d i m a g e a n d 
v al u es  
o  C o n n e cti n g wit h t h e c ust o m ers  
 
o  C o ntr olli n g t h e s u c c ess  
t hr o u g h S M A R T g o als: K PIs  
o  Pr o gr ess a n d pr e mis e c o ntr ol  
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7  C O N C L U SI O N  
T h e ai m of t his r es e ar c h w as t o i d e ntif y h o w a s ust ai n a bl e f as hi o n m ar k eti n g str at e g y 
c a n b e  d efi n e d . It  i n cl u d e d  als o  d efi ni n g  t h e  c o n c e pts  of  f as hi o n  m ar k eti n g  a n d 
s ust ai n a bl e  m ar k eti n g.  T his  c h a pt er  pr es e nts  t h e  t h e or eti c al a n d  m a n a g eri al 
c o n cl usi o ns, r es e ar c h r eli a bilit y a n d v ali dit y, as w ell as f ut ur e r es e ar c h i d e as.  
7. 1  T h e o r eti c al c o n cl usi o ns  
T h e first s u b  r es e ar c h q u esti o n w as:  
1)  H o w c a n f as hi o n m a r k eti n g b e d efi n e d ?  
T his q u esti o n w as a ns w er e d t hr o u g h t h e t h e or eti c al c h a pt er 2 a n d c o m pl et e d wit h t h e 
e m pir i c al d at a. It a p p e ar e d t h at f as hi o n m ar k eti n g mi x es m ar k et a n d pr o d u ct c e ntri cit y, 
e m p h asi zi n g m ar k et f o c us. I n f as hi o n m ar k eti n g, br a n di n g pl a ys a cr u ci al r ol e. F as hi o n 
m ar k eti n g is oft e n s u p p ort e d b y e -c o m m er c e. W h e n m ar k eti n g f as hi o n, it a p p e ar e d t o 
b e i m p ort a nt t o i d e ntif y cl e ar pr o d u ct di visi o ns a n d c h ar a ct eristi cs, as w ell as t o b uil d 
c o m p etiti v e  a d v a nt a g e  t hr o u g h  t h e m.  It  als o  b e c a m e  cl e ar  t h at  f as hi o n  m ar k eti n g 
w or ks  t h e  b est  w h e n  it  is  s u p p ort e d  b y  a  fl e xi bl e  or g a ni z ati o n,  w h er e  t e a ms  o f all 
c o m p a n y l e v els w or k t o g et h er.  
T h e s e c o n d s u b  r es e ar c h q u esti o n w as:  
2)  H o w c a n s ust ai n a bl e m a r k eti n g b e  d efi n e d ?  
T his q u esti o n w as a ns w er e d t hr o u g h t h e t h e or eti c al c h a pt er 3 a n d c o m pl et e d wit h t h e 
e m piri c al  d at a.  T h e  fi n di n gs  s h o w  t h at  s ust ai n a bl e  m ar k eti n g  s h o ul d  i n cl u d e  all 
b usi n ess  a cti viti es  a n d  c o m p a n y  l e v els.  S ust ai n a bl e  m ar k eti n g  s h o ul d  ai m  t o  cr e at e 
v al u e a n d  at t h e s a m e ti m e als o k e e p a n d e m p o w er r es o ur c es, b ot h s o ci al a n d n at ur al. 
S ust ai n a bl e m ar k eti n g is oft e n s u p p ort e d b y pr o a cti v e w or k t o w ar ds b ett er c h a n g es i n 
t h e w h ol e i n d ustr y. S ust ai n a bl e m ar k eti n g s h o ul d h a v e or g a ni z ati o n al, c o ns u m er a n d 
s o ci et al g o a ls. It s h o ul d off er h olisti c c ust o m er s ol uti o ns a n d b e c ust o m er dri v e n. T h us, 
t h e tr a diti o n al 4 P’s s h o ul d b e c o n v ert e d i nt o 4 C’s. S ust ai n a bl e m ar k eti n g s h o ul d f o c us 
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o n  m a ki n g  t h e  w h ol e  m ar k eti n g  mi x  e n vir o n m e nt all y,  s o ci all y  a n d  e c o n o mi c all y 
s ust ai n a bl e.  T h e  s ust ai n a bl e  m ar k eti n g  a cti viti es  s h o ul d  als o  b e  m e as ur e d  a n d 
e v al u at e d,  i n  t er ms  of  b ot h  s ust ai n a bilit y  a n d  ot h er  pr o gr ess.  It  als o  a p p e ar e d  t h at 
a d o pti n g c or p or at e s o ci al r es p o nsi bilit y pl a ys a cr u ci al r ol e i n m a n a gi n g s ust ai n a bl e 
m ar k eti n g.  
T h e m ai n r es e ar c h q u esti o n w as:  
H o w c a n a s ust ai n a bl e m a r k eti n g st r at e g y b e d efi n e d ?  
T h e m ai n r es e ar c h q u esti o n w as a ns w er e d t hr o u g h t h e t h e or eti c al fr a m e w or k a n d t h e 
e m piri c al r es e ar c h.  T h e c o m pl et e d s ust ai n a bl e f as hi o n m ar k eti n g str at e g y  st e ps w er e  
d efi n e d i n c h a p t er 6 a n d cr yst alli z e d i n t a bl e 1 2 . It a p p e ar e d t h at sust ai n a bl e f as hi o n 
m ar k eti n g str at e g y f oll o ws t h e tr a diti o n al st e ps of a m ar k eti n g str at e g y, a d di n g o n e 
s ust ai n a bilit y  di m e nsi o n.  T h e  st e ps  ar e  Missi o n  a n d  o bj e cti v es,  M ar k et  a n d 
e n vir o n m e nt a n al ysis, S T P pr o c ess, M ar k eti n g  mi x, M e as uri n g a n d E v al u ati n g, a n d 
fi n all y P u bli c p arti ci p ati o n. 
Missi o n a n d o bj e cti v es  of a s ust ai n a bl e f as hi o n m ar k eti n g str at e g y i n cl u d e a missi o n 
t h at r efl e cts s ust ai n a bilit y, t hr e e di m e nsi o n al o bj e cti v es ( or g a ni z ati o n al, s o ci et al a n d 
c o ns u m er  o bj e cti v es)  a n d  a  f ut ur e  ori e nt e d  visi o n ,  w hi c h c a n  e. g.  ai m  t o  e d u c at e 
c o ns u m ers a n d i m p a ct t h e i n d ustr y i n t h e bi g g er pi ct ur e. T h e missi o n a n d o bj e cti v es 
s h o ul d i n cl u d e t h e c o m p a n y’s s ust ai n a bl e v al u es.  
M ar k et a n d e n vir o n m e nt a n a l ysis of a s ust ai n a bl e f as hi o n m ar k eti n g str at e g y c o nsists 
of mi cr o a n d m a cr o e n vir o n m e nt a n al ys es. Mi cr o e n vir o n m e nt a n al ysis i n cl u d es tr e n d 
a n al ysis  a n d  c o m p etit or  a n al ysis,  w hil e  m a cr o  e n vir o n m e nt  a n al ysis  f o c us es  o n 
m e g atr e n ds, s u c h as t e c h n ol o g y a n d s ust ai n a bilit y. C o m p etit or a n al ysis s h o ul d t a k e 
i nt o  a c c o u nt  c o m p etit ors  i n  all  m ar k eti n g  c h a n n els,  a n d  tr e n d  a n al ysis  s h o ul d  b e 
st u di e d pr e di cti v el y.  
I n s ust ai n a bl e f as hi o n m ar k eti n g str at e g y, t h e S T P pr o c ess st arts wit h ps y c h o gr a p hi c 
or b e h a vi or al s e g m e nt ati o n t h at b as es o n tr e n di n ess a n d lif est yl e. T ar g eti n g is m ostl y 
u n diff er e nti at e d b ut c a n b e diff er e nti at e d b y m ar k eti n g c h a n n els a n d t h eir a u di e n c e. 
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T ar g eti n g als o f o c us es o n k e e pi n g a b al a n c e b et w e e n att ai ni n g n e w a n d k e e pi n g t h e 
ol d  c ust o m ers.  P ositi o n i n g  c a n  b e  d o n e  t hr o u g h  s o ci o-e c ol o gi c al  attri b ut es, 
c o m p etiti v e a d v a nt a g e a n d br a n di n g, w hi c h is i m p ort a nt t o k e e p c o nsist e nt.  
T h e m ar k eti n g mi x of a s ust ai n a bl e f as hi o n m ar k eti n g str at e g y c o nsists of c ust o m er 
b as e d  p h as es:  c ust o m er  s ol uti o n,  c ost  t o  t h e c ust o m er,  c o n v e ni e n c e  a n d 
c o m m u ni c ati o n.  C ust o m er  s ol uti o n  i n cl u d es  t h e  pr o d u ct’s  d u al  f o c us  wit h 
s ust ai n a bilit y,  its  st yl e,  d esi g n,  fit,  et c.,  as  w ell  as  t h e  h olisti c  s ol uti o n;  i n cl u di n g 
c ust o m er s er vi c e. T h e c ust o m er s ol uti o n s h o ul d b e m a d e of hi g h q u ali t y m at eri als a n d 
pr o d u cti o n. C ost t o t h e c ust o m er i n cl u d es a c q uisiti o n, us e a n d p ost us e c osts t h at ar e 
hi g h  q u alit y  pr o d u cti o n  b as e d.  T h e y  s h o ul d  als o  h a v e  hi g h  pri c e  a n d  q u alit y  r ati o. 
C o n v e ni e n c e i n cl u d es distri b uti o n, a c c essi n g, p ur c h asi n g, c o ns u mi n g a n d dis p osi n g 
st a g es t h at ar e m a d e s ust ai n a bl e t hr o u g h s ust ai n a bl e a n d et hi c al l o gisti cs. T h e off eri n gs 
s h o ul d  als o  b e  w ell  g e o gr a p hi c all y  l o c at e d  a n d  als o  a v ail a bl e  t hr o u g h  e -c o m m er c e. 
C o m m u ni c ati n g  s ust ai n a bl e  f as hi o n  m ar k eti n g  str at e g y  i n cl u d es  i nf or mi n g  a n d 
e d u c ati n g  t h e  c ust o m ers  a b o ut  t h e  s ust ai n a bl e  v al u es  t hr o u g h  o m ni c h a n n el 
c o m m u ni c ati o n,  w hi c h  pr ot e cts  t h e  br a n d  i m a g e  a n d  v al u es  a n d  c o n n e cts  wit h 
c ust o m ers.  
S ust ai n a bl e  f as hi o n  m ar k eti n g  str at e g y  s h o ul d  b e  c o ntr oll e d  a n d  m e as ur e d  t hr o u g h 
S M A R T g o als  a n d K PIs. T h e sit u ati o n c a n b e m e as ur e d t hr o u g h pr o gr ess a n d pr e mis e 
c o ntr ol. Als o, t h e c o m p a n y’s s ust ai n a bilit y as p e cts s h o ul d b e e v al u at e d a n d d e v el o p e d.  
T h e st e p of p u bli c p arti ci p ati o n i n s ust ai n a bl e f as hi o n m ar k eti n g str at e g y i n cl u d es  ai ms 
a n d a cti o n s t o i m p a ct t h e w orl d a n d i n d ustr y t o w ar ds b ett er i n t h e bi g g er pi ct ur e. It is 
c o n n e ct e d  wit h  t h e  c o m p a n y’s  C S R  o p er ati o ns.  T h e  ai ms  c a n  b e  s u p p ort e d  b y 
c oll a b or ati n g  wit h  a n d  d o n ati n g  t o  c h arit y  or g a ni z ati o ns  a n d  i nf or mi n g  a b o ut 
o p p ort u niti es i n t h eir o p er ati o ns. 
T h e c o n c e pt of s ust ai n a bl e f as hi o n m ar k eti n g str at e g y w as d efi n e d as f oll o ws:  
S ust ai n a bl e f as hi o n m ar k eti n g str at e g y c o m bi n es t h e c o n c e pts s ust ai n a bl e m ar k eti n g 
str at e g y  wit h  f as hi o n  m ar k eti n g,  cr e ati n g  a n  or g a niz ati o n al  pl a n  t h at  f o c us es  o n 
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k e e pi n g  a n d  e n h a n ci n g  t h e  n at ur al  a n d  s o ci al  r es o ur c es  a n d  d o es  it  i n  a  cl ot hi n g 
c ust o m er c e ntri c m a n n er t h at c o m bi n es d esi g n a n d m ar k ets.  
7. 2  T h e o r eti c al c o nt ri b uti o n  
T hr o u g h t his  r es e ar c h  it b e c a m e  cl e ar  t h at  s ust ai n a b l e  m ar k eti n g a n d  f as hi o n 
m ar k eti n g c h ar a ct eristi cs  s h o ul d  b e  c arri e d o n  e v er y st e p of t h e  s ust ai n a bl e f as hi o n 
m ar k eti n g pr o c ess. T h e m ost i m p ort a nt fi n di n g w as t h at s ust ai n a bl e f as hi o n m ar k eti n g 
str at e g y is n’t o nl y a b o ut m ar k eti n g; it i n cl u d es v ari o us as p e cts fr o m pr o d u ct d esi g n 
a n d pr o d u cti o n t o e n d -us e.  T h e e m piri c al st u d y hi g hl y s u p p orts t h e fr a m e w or k t h at 
w as pr es e nt e d i n c h a pt ers 2 – 3  b as e d o n t h e e xisti n g lit er at ur e wit hi n t h e t o pi cs . N o 
disti n ct c o nfr o nt ati o ns w er e f o u n d. T h e e m piri c al d at a s u p p ort e d pr e vi o us lit er at ur e 
a n d a d d e d d et ail s t o t h e d efi n e d str at e g y st e ps. 
T h e  s ust ai n a bl e  f as hi o n  m ar k eti n g  str at e g y  st e ps  d efi n e d  i n  t his  r es e ar c h  hi g hl y 
s u p p ort e. g. Wils o n et al. ( 1 9 9 4: 2 2 – 2 4), M o or a di a n et al. ( 2 0 1 4: 3 4) a n d M arti n & 
S c h o ut e n ’s ( 2 0 1 4: 4 7) vi e ws o n w h at st e ps a m ar k eti n g str at e g y c o nsists of. H o w e v er, 
it w as n e e d e d t o a d d t h e si xt h st e p of p u bli c p arti ci p ati o n, as B el z & P e atti e’s ( 2 0 1 2: 
2 9 – 3 1) h a v e als o  d o n e . N o  c o ntr a di cti v e  d et ails  w er e  f o u n d  w h e n  c o m p ar e d  t o  t h e 
lit er at ur e. 
T h e st u d y r e v e al e d s o m e n e w d et ails t o b e a d d e d i nt o t h e fr a m e w or k. T h es e will b e 
pr es e nt e d  n e xt.  It  w as  f o u n d  t h at  t h e  first  st e p  of m issi o n  a n d  o bj e cti v es  c a n  als o 
i n cl u d e a f ut ur e ori e nt e d visi o n. T h e missi o n c a n als o r efl e ct t h e pr o d u ct c h ar a ct eristi cs 
a n d t ar g et c ust o m er. W h e n  it c o m es t o m ar k et a n d e n vir o n m e nt a n al ysis, t h e lit er at ur e 
di d n’t hi g hli g ht tr e n d a n al ysis v er y m u c h, w hi c h o n t h e ot h er h a n d b e c a m e e vi d e nt i n 
t h e e m piri c al  d at a . It  a p p e ar e d  t h at  m a cr o  a n al ysis  s h o ul d  f o c us  o n  st u d yi n g 
m e g atr e n ds. T h e st u d y als o r e v e al e d t h at ps y c h o gr a p hi c s e g m e nt ati o n c a n b e b as e d o n 
tr e n di n ess,  w hi c h  w as  n ot  m e nti o n e d  i n  t h e  lit er at ur e.  T ar g eti n g  a p p e ar e d  t o  b e 
u n diff er e nti at e d, w hi c h d o es n’t s u p p ort E as e y’s ( 2 0 0 9: 1 3 2) vi e ws o n diff er e nti at e d 
f as hi o n m ar k ets. H o w e v er, t his d o es n’t n e c ess aril y c orrel at e t o f as hi o n m ar k eti n g. O n 
t h e ot h er h a n d, in t h e r es e a rc h it a p p e ar e d t h at t ar g eti n g c a n b e diff er e nti at e d b as e d o n 
m ar k eti n g c h a n n els a n d t h eir a u di e n c e. P ositi o ni n g p h as e s u p p ort e d P os n er’s ( 2 0 1 5 : 
8 8  
4 4 – 4 5 )  a n d  Wils o n  et  al.’s (1 9 9 4:  2 2 0 – 2 2 1 ) vi e ws  a b o ut  hi g hli g hti n g  br a n ds  a n d 
c o m p etiti v e a d v a nt a g e.  
T h e  m ar k eti n g  mi x  i n  t his  r es e ar c h s u p p orts  B el z  &  P e atti e’s  ( 2 0 1 2:  x v,  1 7 5 – 1 7 6) 
vi e w  i n  tr a nsf or mi n g  it  t o  4 C’s  m o d el.  T h e  e m piri c al  r es e ar c h  a d d e d  hi g h  q u alit y 
m at eri als a n d pr o d u cti o n as a n i m p ort a nt d et ail t o t h e c ust o m er s ol uti o n p h as e, as w ell 
as  t o  t h e  c ost  t o  t h e  c ust o m er  p h as e.  T h e  s ust ai n a bilit y  w as  als o  hi g hli g ht e d  i n  t h e 
c o n v e ni e n c e p art es p e ci all y i n l o gisti cs: t h eir q u alit y a n d c y cl e. C o m m u ni c ati o n p h as e 
w as m or e d et ail e d t hr o u g h t h e r es e ar c h: t h e i m p ort a n c e of o m ni c h a n n el, i nf or m ati v e 
a n d  e d u c ati v e  c o m m u ni c ati o n,  c ust o m er  c o n n e cti o ns  a n d  br a n d  pr ot e cti o n w er e  
hi g hli g ht e d.  T h e st e p  of  m e as uri n g  a n d  e v al u ati n g  w as  als o  d et ail e d  wit h  t h e 
di m e nsi o n of m e as uri n g s ust ai n a bilit y t hr o u g h c ert ai n K PIs. W h e n it c o m es t o p u bli c 
p arti ci p ati o n, t h e d at a e m p h asi z e d t h at c o m p a ni es c a n s u p p ort a n d c o -o p er at e wit h e. g. 
c h arit y or g a ni z ati o ns.  
7. 3  M a n a g e ri al c o n cl usi o ns  
T h e  m e g atr e n d  of  s ust ai n a bilit y  h as  cr e at e d  d e m a n d  f or  et hi c al  b usi n ess  a n d 
c o ns u m pti o n ( Tr e n d O n e  2 0 1 9). T h us, f as hi o n c o m p a ni es c a n b e n efit fr o m i nt e gr ati n g 
s ust ai n a bl e f as hi o n m ar k eti n g str at e g y i nt o t h eir o p er ati o ns.  
T h e  m ost  i m p ort a nt  m a n a g eri al  c o n cl usi o n s f or  c o m p a ni es ar e  t h at  s ust ai n a bl e 
m ar k eti n g h as t o i n cl u d e t h e w h ol e or g a ni z ati o n a n d pr o d u ct off eri n g pr o c ess es, n ot 
j ust m ar k eti n g, a n d t h at s ust ai n a bilit y as p e cts s h o ul d b e c arri e d o n e v er y st e p of t h e 
s ust ai n a bl e f as hi o n m ar k eti n g str at e g y pr o c ess. It is als o c o nsi d er e d as  a  r e m ar k a bl e 
n oti o n  t o  ai m  t o  i nfl u e n c e  t h e  i n d ustr y’s  s ust ai n a bilit y  i n  a  bi g g er  pi ct ur e. It  is 
hi g hli g ht e d t h at t h e c o m p a n y’s v al u es , i n cl u di n g s ust ai n a bilit y, s h o ul d b e  e m p h asi z e d 
a n d pr es er v e d t hr o u g h all of its o p er ati o ns . 
T his  st u d y  c o nfir ms  t h at  or g a ni z ati o n al  str u ct ur e  c a n  i m p a ct  s ust ai n a bl e  f as hi o n 
m ar k eti n g str at e g y i n a p ositi v e w a y. T h us, t h e str u ct ur e s h o ul d b e fl e xi bl e, a n d  t h at 
w a y  all o w diff er e nt t e a ms’ c o -o p er ati o n.  A n ot h er r e m ar k a bl e m a n a g eri al i m pli c ati o n 
w o ul d b e t o f o c us o n d efi ni n g s ust ai n a bilit y -ori e nt e d missi o n, o bj e cti v es a n d v al u es, 
b e c a us e t h e y a p p e ar  i n m a n y p h as es of t h e str at e g y m o d el. It is als o hi g hl y e m p h asi z e d 
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t h at t h e or g a ni z ati o ns n e e d t o t a k e all b usi n ess pr o c ess es i nt o a c c o u nt w h e n it c o m es 
t o s ust ai n a bilit y: e v er y st e p fr o m pr o d u cti o n t o e d u c ati n g a b o ut t h e e n d -us e c o u nts.  
C o m p a ni es c a n utili z e t h e d e v el o p e d s ust ai n a bl e f as hi o n m ar k eti n g str at e g y m o d el o n 
e v er y st e p of t h eir str at e g y pr o c ess. I n a n al y zi n g m ar k ets a n d e n vir o n m e nt, t h e y s h o ul d 
t a k e e. g. tr e n d a n d c o mp etit or a n al ysis, as w ell as c urr e nt m e g atr e n ds i nt o a c c o u nt. 
T h eir  S T P  pr o c ess  s h o ul d  i n cl u d e  ps y c h o gr a p hi c  s e g m e nt ati o n,  u n diff er e nti at e d 
t ar g eti n g a n d cl e ar p ositi o ni n g t hr o u g h hi g hli g ht e d br a n d a n d c o m p etiti v e a d v a nt a g e. 
T h eir pr o d u ct off eri n g s h o ul d w ell a n d et hi c all y pr o d u c e d, c o n v e ni e ntl y a v ail a bl e a n d 
r e as o n a bl y  pri c e d,  t a ki n g  i nt o  a c c o u nt  s ust ai n a bl e  pr o d u cti o n  e x p e ns es.  T h e 
c o m p a ni es’  s h o ul d  i n cl u d e  e d u c ati v e  a n d  i nf or m ati v e  c o m m u ni c ati o n  i nt o  t h eir 
c o m m u ni c ati o ns str at e g y.  I n or d er t o k n o w t h e str at e g y s u c c ess, t h e y s h o ul d b e a bl e 
t o m e as ur e m ar k eti n g a cti o ns a n d s ust ai n a bilit y. I n a d diti o n t o t his, p u bli c p arti ci p ati o n 
t o w ar ds gr e at er g o o d is hi g hl y r e c o m m e n d e d. 
T his r es e ar c h pr o vi d e s a fr a m e w or k  a n d e x a m pl es  t h at f as hi o n c o m p a ni es c a n utili z e 
i n t h eir s ust ai n a bl e m ar k eti n g str at e g y . T h e c as e c o m p a n y i n q u esti o n c a n als o utili z e 
t h e r es e ar c h fi n di n gs b y c o m p ari n g t h eir o p er ati o ns t o t h e fr a m e w or k b y c o m pl eti n g 
or e n h a n ci n g t h e n e e d e d str at e g y st e ps. Wit h  s o m e  alt er ati o ns , t h e fr a m e w or k c a n als o 
b e a p pli e d t o ot h er i n d ustri es.  
T h is st u d y ai ms t o a w a k e att e nti o n a n d dis c ussi o n  t o w ar ds m or e  s ust ai n a bl e f as hi o n 
m ar k eti n g  a m o n g t h e m a n y f as hi o n c o m p a ni es .  
7. 4  R eli a bilit y , li mit ati o ns a n d f ut u r e r es e a r c h  
R eli a bilit y a n d v ali dit y d es cri b e t h e o bj e cti vit y of a r es e ar c h. R eli a bilit y m e a ns t h e 
e xt e nt t o w hi c h a  r es e ar c h bri n gs t h e s a m e r es ult, n o m att er h o w a n d w h e n it is d o n e. 
V ali dit y is t h e q u esti o n of w h et h er if it gi v es t h e ri g ht r es ult. ( Kir k & Mill er 1 9 8 6: 1 9.)  
T his r es e ar c h pr es e nts a c as e st u d y  of o n e c o m p a n y. T h us , it is e vi d e nt  t h at t h e r es ults 
ar e n’t c o m p ati bl e t o all  or g a ni z ati o ns  as s u c h,  a n d t h e d e v el o p e d fr a m e w or k c a n’t b e 
g e n er ali z e d  t o all  or g a ni z ati o n s as  s u c h . H o w e v er,  as  m e nti o n e d,  t h er e  is n’t  o n e 
s ust ai n a bl e str at e g y t h at fits all or g a ni z ati o ns ( Gi ns b er g & Bl o o m 2 0 0 4: 8 0 vi a Kir e zli 
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&  K a v at a z  Yi git).  T h us,  it  c a n  b e  s ai d  t h at str at e gi es  i n  g e n er al al w a ys  n e e d t o  b e 
c ust o mi z e d  a c c or di n g t o t h e c o m p a n y i n q u esti o n.  T his fr a m e w or k c a n a ct  as a st arti n g 
p oi nt f or c ust o mi z ati o n  a n d m or e d et ail e d, br o a d er f ut ur e r es e ar c h .  
T h e r es e ar c h er h a d n o pr e vi o us c o nt a ct t o t h e i nt er vi e w e d or t h e c as e c o m p a n y, w hi c h 
e n h a n c es  t h e  r es ults’  r eli a bilit y. H o w e v er,  as  m e nti o n e d,  th e  st u d y  h as  s o m e  
li mit ati o ns. B e c a us e it st u di e d o nl y o n e c as e c o m p a n y a n d m ai nl y b y i nt er vi e wi n g o n e 
p ers o n, t h e r es ults c a n’t b e g e n er ali z e d. T h e c as e c o m p a n y w as Fi n nis h a n d t h e st u d y 
di d n’t s p e cifi c all y t a k e i nt o a c c o u nt i nt er n ati o n ali z ati o n, w hi c h m e a ns t h at  t h e r es ults 
mi g ht n ot b e a p pli c a bl e gl o b all y or t o hi g hl y i nt er n ati o n ali zi n g or gl o b al  c o m p a ni es.  
It s h o ul d als o b e n ot e d t h at as t h e st u d y ai m w as t o d efi n e t h e str at e g y st e ps a n d t h e 
m o d el, t his  st u d y h as n’t d e e p e n e d i nt o t h e diff er e nt str at e g y st a g es t h at m u c h, w hi c h 
m a k es t h e d et ail e d r es ults r at h er s h all o w . 
N e v ert h el ess,  t h e  st u d y  c a n  b e  c o nsi d er e d  as  r el e v a nt  a n d  r eli a bl e,  b e c a us e  t h e 
i nt er vi e w e d i nf or m a nt h a d t h or o u g h k n o wl e d g e a n d b a c k gr o u n d a b o ut  t h e c o m p a ny 
a n d  t h e  i n d ustr y.  Als o, b e c a us e  t h e  st u d y  ai m  w as  t o fi n d  o ut h o w  t h e  r es e ar c h 
p h e n o m e n o n c a n b e d es cri b e d  a n d t o g ai n h olisti c u n d erst a n di n g a b o ut its diff er e nt 
c h ar a ct eristi cs , t h e d e v el o p e d m o d el a ns w ers t his g o al. T h us, it w or ks as a g o o d b as e 
f or f ut ur e d et ail e d a n d g e n er ali z e d u n d erst a n di n g.  
T h e i nt er vi e w w as c o n d u ct e d vi a p h o n e, b e c a us e t h e i nt er vi e w e d li v es  a br o a d . T h us, 
t h e i nt er vi e w sit u ati o n w as diff er e nt t h a n it w o ul d h a v e b e e n f a c e -t o-f a c e. H o w e v er, 
t h e i nt er vi e w s u c c e e d e d a n d h a d a  r el a x e d at m os p h er e , s o t h e r es ults ar e  c o nsi d er e d t o 
b e r eli a bl e. T h e i nt er vi e w str u ct ur e di d n’t e ntir el y f oll o w t h e t h e or eti c al fr a m e w or k’s 
str u ct ur e, w hi c h w as a c o ns ci o us c h oi c e . T h e ai m w as  t o l e a v e t h e q u esti o ns o p e n-
e n d e d  a n d v ar yi n g , i n or d er t o g ai n v ari a bl e d at a. H o w e v er, it mi g ht h a v e m a d e t h e 
a n al ysis m or e pr e cis e if t h e str u ct ur e h a d b e e n d efi n e d diff er e ntl y.  
It a p p e ar e d t h at v er y li mit e d  r es e ar c h o n s ust ai n a bl e f as hi o n m ar k eti n g str at e g y w as 
f o u n d a n d t h us it c a n b e s ai d t h at  t his r es e ar c h a ns w ers t h e r es e ar c h g a p. H o w e v er, 
b e c a us e of t h e li mit e d r es o ur c es of a M ast er’s T h esis  r es e ar c h, t his r es e ar c h d o es n’t 
d e e p e n i nt o t h e d et ails a n d diff er e nt st e ps t o a l ar g e e xt e nt. T his st u d y a cts  as a b as e 
f or f ut ur e r es e ar c h wi t hi n t h e st u di e d t o pi c. T h us, a d et ail e d m o d e l, a p pli e d t o m or e 
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c o m p a ni es  or f o c usi n g o n a c ert ai n st e p of t h e str at e g y  w o ul d b e  a n  i nt er esti n g r es e ar c h 
t o pi c i n t h e f ut ur e. It c o ul d als o b e r el e v a nt t o b e  st udi e d it a b o ut ot h er c o u ntri es or t o 
a d d t h e as p e ct of i nt er n ati o n ali zi n g t o t h e str at e g y m o d el.  
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A P P E N DI C E S  
A p p e n di x 1  
C A S E  C O M P A N Y I N T E R VI E W  
I nt er vi e w e e: M atil d a M or eli us, M a n a g er of A n di at a P aris  
Yrit y ks e n yl eis k u v a  
1.  Mi k ä A n di at a o n ?  
 
2.  Mi k ä o n A n di at a m ott o / sl o g a n ?  
 
3.  Mit e n kit e ytt äisit A n di at a n t ari n a n (l y h y esti) ?  
 
4.  Mit k ä o v at A n di at a n ar v ot ?  
 
5.  Mit e n kit e ytt äisit A n di at a n missi o n j a visi o n ?  
 
6.  Mit ä os ast oj a yrit y ks e n n e sis äll ä o n ? K ui n k a k u v ailisit nii d e n k es ki n äist ä 
t oi mi nt a a j a t a v oitt eit a ? 
 
7.  Mit k ä o v at n ä k e m y ks e n n e k est ä v äst ä m u o dist a ?  
 
8.  Mill ai n e n o n str at e gi a n n e ?  
M ar k ki n oi nti  
9.  Mit e n m ar k ki n oi nti n n e t oi m ii ? H e n kil öst ö, os ast ot, p a n ost us, j n e. 
 
1 0.  Mit e n k u v ailisit m ar k ki n oi ntistr at e gi a a n n e ?  
 
1 1.  Mit k ä o v at t är k ei m m ät m ar k ki n oi nti k a n a v a n n e ?  
 
1 2.  K ui n k a mitt a att e m ar k ki n oi n ni n j a m ui d e n t a v oitt ei d e n o n nist u mist a ?  
 
1 3.  K ui n k a vi estitt e ar v oj a n n e ?  
 
1 4.  Ol ett e k o t e h n e et asi a k ast ut ki m ust a ? Mit ä t ul o ks et k ert oi v at ?  
 
1 5.  Mill ai n e n o n A n di at a n t y y pilli n e n asi a k as ?  
 
1 6.  Mit e n vi estitt e k est ä v ä n k e hit y ks e n v ali nt oj a n n e ?  
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1 7.  K ert oisit k o t u ott e e n m at k ast a i d e ast a k a u p p oi hi n.  
 
1 8.  K ui n k a s e ur a att e kil p ailij oit a n n e j a yl eist ä lii k e y m p ärist ö ä ?  
 
1 9.  K ui n k a m ä äritt el ett e k est ä v ä n k e hit y ks e n ’s ust ai n a bilit y’ ?  
 
2 0.  S e k o ost u u k ol m est a pil arist a: e c o n o mi c, s o ci al & e n vir o n m e nt al. Ot att e k o 
n ä m ä k ol m e eri t as o a h u o mi o o n ?  
 
2 1.  Ol ett e k o h u o mi oi n e et C S R: n ’ C or p or at e S o ci al R es p o nsi bilit y’ ?  
 
T h e  i nt er vi e w  h as  b e e n  r es ults  h a v e  b e e n tr a nsl at e d  t o  E n glis h aft er w ar ds  b y  t h e 
r es e ar c h er. 
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A p p e n di x 2  
N E W S L E T T E R  
 
 
 
 
 
 
 
 
 
1 0 0  
A p p e n di x 3  
I N S T A G R A M P O S T  
 
 
 
1 0 1  
A p p e n di x 4  
F A C E B O O K P O S T  
 
 
 
 
1 0 2  
A p p e n di x 5  
W E B SI T E F R O N T P A G E  
1 0 3  
 
 
